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“£1,000 for a national 
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12 quarter pages in Punch” 


(said Punch) 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, ‘PUNCH,’ 10, BOUVERIE STREET, LONDON, E.C.4. CENeral 9161. 
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LONDON & MANCHESTER 
Incorporated Practitioners in Advertising 


Test case over 
50-year sign 
challenge 


Described by H. Haydon, 
deputy town clerk of Plymouth, 
as a test case, as it was the first 
of its kind since Plymouth Cor- 
poration’s review of advertise- 
ment sites, an appeal Ma the Lid- 
stone Billing Co., against 
the refusal of the ‘Corporation to 
give permission for the display 
of advertisements in the town 
was heard recently. 

For the ap llants 
Lyons, QC, said the applications 
concerned ure sites. One, a 
hoarding, had been in existence 
for over 30 years and was the 
subject of a challenge on the 
ground that it was prejudicial to 
public safety. 

There were two other sites on 
the opposite side of the road, 
before which it was proposed to 
lay out a garden and provide 
seating accommodation. 


‘Removal Dangerous’ 

C. T. Blackall, of J. Clemo and 
Son, surveyors for the appellants, 
said the removal of the hoarding 
would be a possible source of 
danger to motorists, who might 
go over the bank. 

As a motorist of 40 years’ 
experience, said J, Paton Watson, 
the city engineer and surveyor, 
there was nothing more distract- 
ing than coming upon an adver- 
tisement hoarding on a bend. In 
Plymouth no control had been 
exercised in public advertising 
before the war, and it was the 
first oceasion that the Corpora- 
tion had taken action. 

Mr. Lyons said it seemed odd 
that so few applications for 
advertisement sites had been 
granted, and it almost appeared 
as if there was a prejudice against 
them in the city. 


A. M. 
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Art students in 
‘ Tn 2 
a ‘pathetic 
. * 
position 

Sm,—I was very interested to 
read the remarks in ADVERTISER'S 
Weekty (December 9) regarding 
the pathetic position of art 
students, 

As the director of an art 
studio myself, also controlling 

blishing and similar activities, 

have been shocked by the large 
number of applicants for posi- 
tions who have called upon me 
from time to time. 

The major proportion have 
practically nothing to show but 
a few very ordinary sketches 
from the nude plus some 
attempts at pictorial composition. 
Many of the latter have 
apparently been intended as 
commercial designs. 

In most of these cases it has 
been impossible to offer them 
any sort of position whatsoever. 


THIS WEEK 
Exhibition World feature, page 810. 


NEXT WEEK 
Corey reviews the latest 


Even where real draughtsmanship 
has been achieved—very rarely— 
the students would have to f° 
through a thorough course to 
of any use in business. Often 
after several years’ study there 
is neither draughtsmanship nor 
any practical knowledge. 

¢ can only pity the parents, 
many of whom have had to pay 
not only the college fees but keep 
their children some years after 
ordinary schooling. 

My own suggestions are that 
these art schools should have real 
advertising art centres supervised 
by business men; or that the stu- 
dents draw, draw, draw, i.c., first 
learn the straightforward accom- 
plishment of pictorial representa- 
tion, After that they should be 
prepared to have at toast two 
years in a commercial studio, 
working, ern free of charge 
as part of their training. 

n the aon side of the fence, 
of course, is the field of fine art. 
If students go in for that and are 

pared to fight through the 
Potties involved to achieve suc- 
cess, which, incidentally most of 
them do not seem to have in 
mind, that is another thing. 

But I may add that even in this 


direction many of the students I 
have seen appear to have little 
sound knowledge of drawing, 
painting or composition. 

ARNOLD CORBLUTH, 
Cenypres Ltd., Director. 
Gt. Titchfield St., W.1. 


Tax warning to 
the public 


Sm,—I find myself in full 
agreement with E. P. Towers 
(ApvertTiser’s WeekLy, Decem- 
ber 16) in oe the fact that 
no one in t House of Com- 
mons could be found to raise 
his voice against Lt.-Col. Lip- 
ton’s assertion that “half the vast 
expenditure on advertising is in 
effect paid by the Exchequer.” 

I find this view very prevalent 
and it should surely be the duty 
of advertising organisations to 
explode the myth whenever and 
wherever the opportunity arises. 

But why should advertising be 
content merely with that ? 

Is it not patently true that the 
present high level of taxation is 
one of the main brakes upon the 
economic progress of this great 
nation of ours? Why should 
not advertising take the lead in 
1955 in pressing upon the general 
public how unwise they are to 
remain so quiet under such a 
crushing burden ? 

Wattace B. Grimmer. 
Tunbridge Wells. 


Selling the ads 


to retailers 


Sir,-There is a lesson to be 
learnt from the extract of the 
National Association of Out- 
fitters’ circular letter to manu- 
facturers quoted by Mr. Dobson 
(December 9). 

The very fact that such a letter 
has been written at all would 
indicate that the Association's 
members do not realise or appre- 
ciate the value of the consumer 
advertising, and are therefore not 
making the most of it. 

Most advertising could be far 
more effective if it were properly 
merchandised and the retailer 
educated in putting each cam- 
paign to its maximum use, and 
yet for some reason or other this 
is very seldom done. 

There are, in fact, only a few 
companies who really merchan- 
dise their advertising. 

It seems incredible that when a 
company has spent large sums 
of money on advertising it does 
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LONDON & MANCHESTER 
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in Advertising 


not include in its budget the very 
small amount which is required 
for this purpose and which can 
make a world of difference to the 
results of the advertising and 
incidentally secure better dealer 
co-operation. 
ADAM JOHNSTONE. 
Marketing Consultant. 
London, WI. 


TV for Scotland 
and Wales 


Asked in the House what dis- 
cussions had taken place with 
programme contractors with re- 
gard to the provision of commer- 
cial TV programmes in Scotland 
and Wales, L. D. Gammans, the 
assistant postmaster-general, in a 
written reply, said the matter 
was one for the Independent 
Television Association. 

He understood that no formal 
discussions would be held about 
programmes in Scotland, Wales 
or elsewhere until the Authorit 
had advertised for, and receiv 
applications from potential pro- 
gramme contractors to serve such 
specified areas. 


Link with students 


in the provinces 


December issue of the Adver- 
tising Association Diploma 
Students’ Circle News Letter, the 
first for this academic year, con- 
tains an article by Philip Stobo, 
chairman of the SDMAA, on 
“How to enjoy study for the AA 
exams,” and by William Metson, 
assistant general secretary, AA, 
on “The New Syllabus.” 

W. R. Creed, editor, has stated 
that it is hoped through the News 
Letter to reach particularly pro- 
vincia! students who are perhaps 
denied the facilities available to 
London students. 


AVERAGE WEEKLY NET SALE JAN/JUNE, 1954—141,610 
All Bnquiries to Head of Advertisement Dept., B.B.C. Publications, Broadcasting House, Portland Place, London, WI 
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PILOT AND CO-PILOT are used to this trip — way over the wide terrain of the 

great Australian outback. They make it every few weeks. Just the.same it must, every time, be 
a wonderful feeling to know they are so very welcome. They bring the mail. They 

bring the newspapers, the magazines and the journals, great rolls of them — weeks of reading 

at a time, to people hungry for reading and for news from all the world. 
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Through offices in Sydney, Melbourne, Brisbane and 
Adelaide, Bowaters supply ore on which are printed 
the principal newspapers magazines of Australia. 


nN femme BOW AtErs 


a Ga papers for magazines and reviews; paper for packages 

nt NO of almost infinite versatility. 

a THE BOWATER PAPER CORPORATION LIMITED 

cc United States of America Canada Australia South Africa Republic of Ireland Norway Sweden 


+ Ae ee 802 DecemsBer 23, 1954 
m= j § 7 : ‘ res SS 
oF F ‘ 7 . set, La. 
oy. a ae ay 4 Poe, B i eee 6 » ; 
2 * : aa — ; , 6 ce ai. pia: . en . ¥ i “ 
- ae :  . _—_——r ae 4a ee a | 1 
ae. “ik if ~ fom —_ ) a Bs | ee 1 ae Te ' i . 
t ye oP tw, - — 4 Be, r ~ Biot a . — : 
ie. " if eas > od. » ee Be my 4 a = 7a - | > ae ‘ae eae. —% ‘ 
P ‘ i meee 2h , ait | & * fa Co a td 24 “ ‘ tS 4 4 { ; 
a, E Be 2 + f mi fe we J oF zi “3 Bg = 2 ; it < aan . a 4 1 Se 
oe a og ie ees eo — i: a ar 
) avi . * * Pig 5 ae , ae ; Se . , me ‘ — 
’ i Oe es = ; ‘ ’ P be wi : = “ oo — LS) a . i 
a 4 Orgy, | aa . bi ee a — | os —— ie 
aoe . ir EP ee, m7 : nite. a ee a % eh pustihe a * 
ae oa } ee. aa ian” ~~ ail ie oe : 
a, ~ 7 a. eos |) a ad itigks (tae aa 
4 ~ i - \ 3heg . ee “a “ oy pie . See a 8 Me ae ae = a 
mi E Sy e ig R " . a = ‘Ee ae aa ee = ey na 
a 4 “A: Ft } ey so .. on Pee Ce ae = 
4 3 es ; S i a : ee oe : Be, ; ; ee } . ae ; “ ie t, i = . > ae = M 7 
“ae _- Bal) oe? ny =— tl <n 
: | = a : oa A ‘hee w x j a 
a ae a 4 * er eee 2 a a r 
a Re, ¥ Re at a a * \ a : ‘ 
) gh cal wee ” ' ’ i 4 : “ul 4 « 
‘ei - , f ; ae 5 Se a a AX a j i 
a+ ay a he e. ie: = - in 4 | 
di ae. s- 7. oe, a , «“ . 
o 4 4 AN . 2a. Wi Pan a i 
RP é ie -i8 ai Sf. 2 aw - j- > a a | ; 
: eS Se m ee — . P is | ‘ t 
ee i a. 3 “a , | es Pa aaa - F ‘| 4 ( : : F 
ie Be a, th \) fim He c. g ‘ 4 sd 
ay i By iene Re ee = ° i ~s “, — 
* i 7 a a . a eS i o ; ; os we - ; 3 5 
any 4 AS , OO Sa oS a ny r 2 a oe >» ; ' 
a oo : " . oe. ‘ «@ Pr ; 
ey : += é “ie i ar . . > —- q . ; 
, : ao by ‘ allt 6" Re A a 3: a ; 
Be ig ae | a: men Pe: Ths . " 
‘ ee ee Soi : % ap id i ae : , 
a > “ii od 2 ma ay 4 v4 7 "i oo q 
f. € oh. ed thes 4 ao al e ‘ . ce 4 ase M, 
- te gaie *] x ] ae ae P.O, ee ha if , td if y 
) il = he ‘ Pape crant » oF, 4 ‘34 " — & Va ‘ i 
“oie SS _ ‘ +, THF 4 
; * es. eS ee a ee ; a : : 
fe PG - er. ' * Pri 7 ae mae | j i 
ey é " % os OR ey re | Dae eae oo oa, Se . ~ ; 
‘ - Sa ae ¥ ae 0  S 
A ; > ea ———— ll eS —< | 
<4 — i % = a ~ He . ae a i 7 . : , 
- ; et d area way rad aes “4 See eh. ee <_ q ' 
as “s : Ss i ees, riche aq P - Komi : a ‘ Pe Lat ae tes ~ S 
m | m = 3 aa Ry s , i 7 7 es 4 pe ‘ od Wie hy (= * ‘. 
a - 175 “ rig: es a CY i a “gh ee ae - ae } * * om st . ,\ ’ Vie eC Keak 
ie . -_ ag aes ue — — a5 ‘ teal P =. ‘a i af 4 ant 
% z bie . * ; i a ie ® . 2 =" ; lk: Pl, = 
: pt : ‘ es ia ' o. = Jn ] ee se vgs ng 
ae a ie Piet 4) 
fe ts : . ‘ 7 4 ,) . 3 : Z s es fs “t “ co a a A os Le a a a 
* xy pt ie " ae ” ne “¥ - S ™ ~~“ <_< =a Sy a 
ie, oe ee | : a ~ Saas Fr * ak. 
: . ye ‘ oe : oe 4 sage a : s ee Te a b, \ ~~ . bs 4 on ° mh “ay “a 
ie 1, re ee ae es te 
all 7 2 ‘ Sow 4 a oa wi ‘ ell 3 rr. : A > 
5 % : sy ee > eo ‘ : ' 
{® rd — ——— - 
] 
| in 
ie, 
a iT ' : nay 
Ds 2 RE lar Pee oe _ Miter bi" -+ ei iin i lo) ae Bie 5 0s ERS oS EERE SW rr 
co ia a pace ees ” PT. 7 heat ‘el ; » Bae inc = a pS os 
= oe + i es) ce rn a a 7" :* igs ol Sayan | lI: <n cai 


WS 


vo” Z 
Modern Facilities 

Cealous Craftsmanship 
Competitive Prices 


WO 


WN 
WV 


PRIESTLEYS 
oapekee ss 


sil 


Vol, 166 


180 Fleet Street, E.C.4 
52/6 A Year Post Free 


Advertiser's 
Weekly 


The Organ of British Advertising 


No, 2,165 


"Phone: Chancery 8844 
55/- Overseas 


THURSDAY, DECEMBER 23, 1954 


ADVERTISER'S WEEKLY 


1 aH of Wr Mv ned 
PRIESTLEYS 


OF GLOUCESTER 


Engraving, newsprint prices 


are going up in new year 
‘NO OPTION’ SAYS F. P. BISHOP 


Three more for | 
EW board as 


Barnes leaves 


Three new directors have been 
appointed to the board of Erwin 
Wasey & Co., Ltd. with effect 
from December 14. They are 
Gerald Fox-Edwards, Colin Lind- 
say and W. M. Milne. The resig- 
nation of E. W. Barnes, a director 
of the company, has also been 
announced. . 

Before joining Erwin Wasey 
Mr. Fox-Edwards was general 
manager of the Data film unit, 
specialising in documentary films. 


“Over £350 for Barts 


The Fleet Street Column Club 
has this year raised £364 15s. 6d. 
for the Bart’s Christmas Party—a 
new record, exceeding last year’s 
total by £15. Over £350 was 
actually taken at the club’s Christ- 
mas luncheon and the balance was 
eed 0 -ae S @ Se 


Mr. Lindsay was with Erwin 
Wasey from 1936 to 1939, and 
after serving in the RAF he was 
appointed production director of 
the Pyramid Press in 1946. He 
returned to Erwin Wasey in 1948. 
Mr. Milne took his first civilian 
appointment in 1946, when he 
joined the General Electric Com- 
any. Before going to Erwin 
asey he held the post of 
southern sales manager for 
Regentone Radio Ltd. 


MAGIC CHALLENGE 


Samson Clark & Co., Ltd., are 


REGO AGENTS 
G. 8. Gerrard Ltd. have been 
appointed advertising agents for 
Rego Clothiers Ltd. 


“ over) demy 


Fy a ee & beet Botnsing 
newsprint rationing was introd 


47th since 
ualised price 


eq 
of newsprint has been raised by £1 10s. per ton by the News- 


print Supply Co., Ltd, 
Announcing this, the com- 
ny’s general manager, F. P. 
ishop, MP, states that the price 
increase is due to the higher 
prices of newsprint to be sup- 
plied by the home mills and by 
—— in the first half of 


The home mills’ price has been 
raised by £2 5s. per ton and the 
Scandinavian price by £2 per ton. 

“In these circumstances,” says 
Mr. Rishop, “the directors of this 
company have no option but to 
raise the equalised price paid by 
all newspapers participating in 
the company’s scheme. 

“They have decided that the 
equalised price of newsprint sup- 
plied on reels either by the com- 
pany or by the home mills must 

increased by £1 10s. per ton 
t . 


0: 

Omer eg 14 \bs. demy 
500's—£54 15s. ; 

“Standardweight ; 


144 Ibs. (or 

s—£54 10s,” 
The new licensing 

mences on January 2, 1955. 


Block-making charges are also 


be increased. 

The Federation of Master Pro- 
cess Engravers has notified its 
members that under current trade 


riod com- 


union agreements, an increase in 
the cost of living bonus will be- 
come payable to peeto-engas 
workers on the first payday in 
January, 1955, 

The bonus is regulated by the 
Ministry of Labour Index of 
Retail Prices, and at its new level, 
will continue in force throughout 
the first half of the year. 

As a result of this additional 
labour cost, say the Federation, 
the 5} per cent price increase cur- 
rently operating on the Federa- 
tion’s lists of minimum prices is 


_to be increased to 64 per cent. 


This revision will apply to all 
per orders received 

y members of the Federation on 
and from Monday, January 3. 


‘Silent ads’ man 


Roland Gillett has been ap- 
pointed controller of programmes 
and production for Associated 
Rediffusion Ltd., the programme 
contractors responsible for Lon- 
don’s TV programmes from 
Monday to Friday. 

For the past eight years Mr. 
Gillett has been producing TV 
programmes in America, and at 


£7; million 
press ads in 
October 


Over £74 million was 
spent on press advertising 
in October this year—an 
all-time record for press 


**‘Advertiser’s 
Weekly” next week Mr. 
Scott and other experts 
will forecast what 1955 


holds for advertising in 
Britain. 


joins Rediffusion 


one period he was producing 26 
shows a week. British born, he 
was educated at Bedford College 
and Jesus, Cambridge, and made 
several films in this country 
before the war. 

After his war service he went to 
America to work on television, 
and became known as “the man 
who invented silent commercials.” 
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‘Oh, what a 
party, says 
Lord Mayor 


Every advertising club and 
association in London was repre- 
sented at the Christmas festivities 
of the Fleet Street Column Club 


held at the Connaught Rooms. 


last week. 

Among the 800 present were 
Norman Moore (Advertising 
Association) Trevor Evans and 
A. Lazenby (Press Club), Reg 
Cooper (Publicity Club of Lon- 
don), F. jvm Potter (Aldwych 
Club), Anton Hunter (Solus 
Club), Lt.-Col, x M. Wilkinson 
(Institute of Practitioners in 
Advertising), Glanvill Benn 
(Thirty Club) and Leslie Need- 
ham (Regent Advertising Club). 

Also present were Sir Frank 
Newnes, Sir Harold Webbe, MP 
for the Cities of London and 
Westminster, John Gordon 
(Sunday Express), and A. C. 
Duncan, immediate past-presi- 
dent of the Fleet Street Column 
Club, They were welcomed by 
the club chairman, Andrew 
Milne. 

The toast to the guests was 
proposed by Lord Mackintosh, 
president, who said that the 
greatest Christmas carol was by 
Charles Dickens who was a true 
Fleet Street man. Fleet Street 
and its Christmas numbers had 
helped keep that spirit alive ever 
since. 


ever made have their roots in 
Fleet Street,” he said. 

“This Column Club is a com- 
paratively small club to have 
such a big party, but that is 
because Andrew Milne and Mr. 
and Mrs. Fish have such big 
hearts.” 

“Oh, what a party!” said the 
Lord Mayor of London (Ald. 
H. W. Seymour Howard) and 
added: “It is setting me off on the 
right road during my ‘teething 
period’ as Lord Mayor.” 

He spoke in praise of “the 
gentlemen of the press.” “The 
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Pictured at the Fleet Street Column Club Christmas Festivities are: 
Top picture (left to right); Ald. and Sheriff E. Calcott Pryce; Harold Fish, 


club director; the Lord Mayor, — 


Palmer, club secretary and mana 


. W. Seymour Howard; Gwen 


Sheriff Leslie B. Prince; and Lord 


Mackintosh. Below: Andrew Mi = "club ¢ hairman, introduces the guests. 
Also in the picture are the Lord Mayor, Lord Mackintosh and Harold Fish. 


‘I’m lucky to work with 


women, ’ says club guest 


THOROUGH, LOYAL—BUT NEUROTIC 


Both praise and severe criticism were given to women in 
business at the Women’s Advertising Club of London last 
week by H. W. Yoxall, managing director of Condé Nast 


Publications, Ltd. 
Speaking on “Workin with 
Women,” he said: part- 


ments where women are in 
charge of men seem to be the 
most harmonious in the business. 
A woman second-in-command is 
often very successful at running 
a department without her male 
chief noticing it or resenting it.” 
- He paid tribute to his women 
colleagues and said: “I ack- 
nowledge the good fortune of 
falling into a job which means 
working with them.” 
The 


four main qualities of 


More CLUB NEWS on page 821 


press in this country always helps 
a new occupant of this office,” 
he said, 

Frank Owen, proposin ~ 
toast of the Club, spoke of it a 
“the club on the other side ot 
the street.” The advertising side 
of publishing was a most im- 

ortant section of the industry, 
© said. 


women in business were manual 
dexterity, thoroughness, a 
loyalty and quickness to learn. 
Women had patience, particularly 
in a routine job. 

There was nothing to equal the 
tact and devotion of women, who 
usually could grasp a job quickly. 

But then Mr. Yoxall discussed 
the “debit” side. On health he 


said : “I know all the statistics 
about women living longer— 
perhaps they live longer because 
they take more sick leave,” he 
declared. 

Then there was neurosis, 
nervousness and emotionalism. 
There were the prerogatives of 
females—*they want the salaries 
of men and the privileges of 
women.” 

“Men make the rules of an 
office and women make the 
customs,” he continued. He paid 
tribute to the great names of 
women in advertising and 
journalism with whom he had 
had the pleasure of working. 
“Women have certainly changed 
the face of the advertising world,” 
he concluded. 


Nativity posters 
Salisbury Billposting Co., Ltd., 
have again arranged with Salis- 
bury Council to exhibit and flood- 
light two nativity posters outside 
the Guildhall in the city centre. 
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HP ads: No legal 
amendments, 


MPs are told 


The new recommended rule 
—s advertisements of 
goods offered on hire purchase 
terms issued to member news- 
papers by the Joint Advertise- 
ment Committee of the News- 
paper Proprietors’: Association 
and the Newspaper Society is not 
a suitable matter for legislation, 
Peter Thorneycroft, President of 
the Board of Trade, told the 
Commons on Thursday. 

The new ruling proposes that 
every advertisement offering 
goods on hire-purchase should 
state the cash price of the goods 
and the total price in hire-pur- 
chase terms or, alternatively, the 
number of stated payments 


Mr. Thorneycroft had been 
asked by Miss Eileen Burton if 
he would amend the Hire Pur- 
chase Act to give statutory effect 
to the committee’s recommenda- 
tions. She drew his attention to 
a leading article in Drapers’ 
Record warning people against 
the credit firms springing up. 

He emphasised that he was not 
saying the rule was not a good 
one. He thought it was. ere 
were many good practices which 
could be followed but which 
were not suitable for legislation. 

Earlier Miss Burton had asked 
what public funds would be 
available for the Consumers’ 
Advisory Council which the 
British Standards Institution had 
announced the intention of setting 
up. 

Mr. Thorneycroft said the Insti- 
tation’s own funds would be 
used, of which the Government 
grant in aid represented about 
one-third. The functions of the 
Council would be to give advice 
on consumer standards to the in- 
dustrial committees of the 
British Standards Institution. 


5000 ad contest 
booklets 


Five thousand booklets giving 
details of the first Layton Trophy 
contest have been sent to adver- 
tising agents and advertisers. 

The contest is open for adver- 
tisements which have appeared 
in a letterpress publication in 
Great Britain or Northern Ire- 
land during 1954. Entries must 
be submitted during January and 
not later than the last day of the 
month. They should be sent to 
the Institute of Practitioners in 
Advertising. 


ALBERT MILHADO & CO. LTD 


A VALUABLE TIP TO ADVERTISING AGENCIES........ 
You get maximum commission through 


146 CROMWELL 2OAD 


LONDON, t.w7 


MILHADO’S 


THE EXPERTS ON FOREIGN ADVERTISING 


Telephone: PREMANTLE 8592/3 
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1 ONS FROZEN Cageao FOOD 


Grocers and provision merchants 
throughout the country are now 
receiving supplies for distribution to 
customers of this three-colour Frood 
calendar. It was originated by 
Kevin Lyons, of the Frood sales 
department. 


Casting auditions 
for television 
commercials 


Advision Ltd., producers and 
consultants for commercial tele- 
vision, have recently completed 
closed-circuit TV tests on behalf 
of Charles F. Higham Ltd., to 
find suitable people to present 
commercials. 

There was a three-phase search, 
First came personal interviews, 
followed by closed-circuit tests. 
Last were the film tests. 

Advision interviewed hundreds 
of artists drawn not only from 
the regular channels of artists’ 
managers, but also from the 
general public, reached via news- 
paper and magazine publicity. 
From these about 50 artists were 
selected for the series of closed- 
circuit tests. A large percentage 
of these were then given the film 
test. 


Many bookings 
for larger 


trade journal 


Furnishing World has _ re- 
ported large-scale advance book- 
ings by advertisers for 1955, 
when the page size of the journal 
is to be enlarged to 10 in. by 
7 in. 

Other new developments for 
Furnishing World include im- 
proved paper, an expanded news 
and feature service, and a regu- 
lar art supplement with facilities 
for colour advertisers. 

Furnishing World states this 
week that these developments 
mean that the journal will be 
geared to provide a service to 
face its requirements—“to help 
the manufacturer and retailer 
gain the maximum advantage of 
their enterprise and investment.” 


HEAD OFFICE : TIMES BUILDINGS, MARCH. 
, , Fleet Strevt, E.C.4 


London Representative; W. Hi. Walmsley 
Tel.: Central 9333 
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Research into 


consumer needs 
advised 


A new type of consumer council 
to offset the monopolistic 
dangers of nationalised indus- 
tries is advocated by Lord 


Piercey, chairman of the In- 
dustrial and Commercial 


Such a consumer council should 
have its own executive and re- 
search staff, should possess 
adequate public relations, and 
should be financially indepen- 
dent, he told the Market Re- 
search Society last week. 


Lord Piercy denounced as a fal- 
lacy the belief that the con- 
sumer would “roll up” to the 
councils with his complaints. 
Only very obnoxious con- 
sumers did that. But a con- 
sumer might suffer from depri- 
vations ; he did not necessarily 
know what he wanted and 
what he ought to have. 


His real needs and claims and 
entitlements could be ascer- 
tained only by proper methods 
of consumer research and 
public opinion research. Con- 
sumer councils should be pro- 
perly representative, and 
should have some means of 
producing an effect on the 
central organ of the monopoly. 


A. R. King-Farlow. 


tion, Sidney Garland, who has 
been chairman of Sidney-Barton 
Ltd., Leonard Garland and A. P. 
Tarryer, who have been directors 
of Sidney-Barton and are also 
directors of the S. T. Garland 


Advertising Services Ltd., have 
resigned from the board. 
New chairman of Sidney- 


Barton is A. R. King-Farlow, a 
partner in Martin, Farlow & Co., 


S. Garland. 


Board changes at Sidney-Barton 


Changes have been announced 
in the board of Sidney-Barton 
Ltd., the public relations organisa- 


ADVERTISER'S WEEKLY 


At the luncheon given by Tillotsons Newspapers Lid., Bolton, to mark 
the golden jubilee of the Lancashire, Cheshire, and Derbyshire Federation 
of Weekly Newspapers ( to r.): J. Gwyndaf Jones (‘Chester Chronicle’), 


W. Geoffrey Smith (president, 


Newspaper Society), 


Marcus Tillotson 


(‘Bolton Evening News’), W. G. Ridd (deputy director and labour adviser, 


Newspaper Society), Richard Hart ( Burnley Express’), W. 


Greenhalgh 


(formerly of “Bolton Evening News’'), Lawrence Scott (Manchester Guardian 
and Evening News Lid.), W. H,. Andrew (" Ashton-under-Lyne Reporter” 


series), J. M. Toulmin (‘Laneashire Daily Post’). 


, 


Federation has ‘equal respect’ for 
large and small papers 


The fiftieth anniversary of the 
Lancashire, Cheshire and Derby- 
shire Federation of Weekly 
Newspapers was marked by a 
luncheon given by  Tillotsons 
Newspapers, Ltd., Bolton, at the 
Bolton Town Hall. 

In welcoming the guests, 
Marcus E. Tillotson said that it 
had been a long-felt wish of his 
father, F. L. Tillotson, to enter- 
tain newspaper proprietors in the 
district, 

W. Geoffrey Smith, president 
of the Newspaper Society, 
claimed that the Federation was 


L. Garland. 


incorporated accountants, and a 
director of more than 20 firms, 
including Finchley  Billposting 
Co., Ltd., and D. Weston & Co., 
Ltd. 

The other directors of Sidney- 
Barton Ltd., are: R .B. Williams- 
Thompson (managing director), 
Admiral Sir Charles Danie! (who 


is also chairman of the TV 
advisory committee), F. 
O’Shanohun (deputy managing 


director), C. A. Macartney and 
H. Trigg. 


Greetings for Christmas and the New Year 
TO ADVERTISERS AND AGENTS from the 
CAMBRIDGESHIRE TIMES GROUP 


Tel. MARCH 2368/9 


Northern Representative Arnold Ellis, 64, Cromford House, Manchester, 4 
Tel: Blackfriars 987 


the only local newspaper asso- 
ciation that met more or less 
monthly, 

Richard Hart (Burnley Ex- 
press) said that nothing could be 
further from the truth than that 
the bigger newspapers held sway 
in the Federation. Whether a 
man spoke on behalf of a news- 
paper with a circulation of 5,000 
or 50,000, his need was treated 
with respect. 

The re of Tillotsons News- 

pers Ltd, was pro db 
W. H. Andrew. ie a 

In reply, Frank Singleton, 
editor, Bolton Evening News, 
said that the Lancashire Journal 
series was founded 20 years be- 
fore the Federation. 

Among those present at the 
luncheon were: Geoffrey Tillot- 
son, Alan Tillotson, Myles Hasel- 
den, W. Sheppard, Robert Brown, 
W. Greenhalgh, S. Dawson, H. R. 
Davies and W. G. Ridd (director 
and deputy director, respectively, 
Newspaper Society), J. R. Higson, 
W. H. Andrew (Ashton-under- 
Lyne), J. Temperley (Bacup), 
H. S. Hemsley (Barrow), F. E. 
Green (Blackburn), F. Herbert 
Grime (Black pool), F. L. Tillotson 
(Bolton), R. Hart (Burnley), 
H. M. Bentley (Bury), J. Gwyndaf 
Jones (Chester), G. A. Birtill 
(Chorley), 

J. L. Burgess (Carlisle), T. R. 
Radcliffe (Douglas), J. A. Watts 
(Lancaster), EB. Shearman 
(Lytham), A. J. Wood (Maccles- 
field), L. P. Scott (Manchester), 
H. Geldeard (Manchester), John 
Prescott (Ormskirk), J. M. 
Toulmin (Preston), Denis G. Scott 
(Rochdale), W. G. Gentry (St. 
Helens), M. T. Bergin (Salford), 
M. N. Codd (Southport), R. EB. 
Wilson (Stockport), J. R. Walley 
(Stock port). 
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New Holophane 
publicity chief 


J. 3. Davies has been appoimed 

blicity anaes of Holophane 

td., scientific illuminating engineers 
of Westminster. Mr. Davies, 
formerly with W. T. Henley's Tele- 
graph Works Co., Lid., will be 
responsible for advertising and pub- 
lic relations, exhibitions and printed 
matter. He succeeds G. A. T. 
Burdett sy is leaving Holophane 
to join the publicity organisation 
of the British Thomson-Houston 
Co., Lid. 
. + - 

FE. G. Taylor, the firm's general 
manager, has been appointed to the 
board of directors of Johnson, 
Riddle & Co., Lid., printers. He 
joined the company in 1920 He 
will continue in the office of 
general manager as are 

7 . 


John M. Stevens, assisiant to the 
publicity manager of Sperry Gyro- 
scope Co., Lid., will join the public 
relations group of Foote, Cone & 
Belding Lid. as a PR account 
executive after Christmas. 

- ” ” 

B. J. Collings has been appointed 
editor and press officer to the BSA 
group. Mr. Collings was fomerly 
with the Austin Motor Co. 
for 18 years, during the last five 
= working as chief technical 


a. > "Chatham, former editor and 
preas officer, is leaving the group 
= —~ “ad - —_ of publicity 


man Industries 
Lid. | 4 "Bristol. 

* _ * 
Harold D. Perkins, who joined 
D. Weston & Co. Ltd. and the 
Finchley Billposting Co., Ltd. as 
manager in January 1951 has 
recent ty joined the board of direc- 

tors born companies. 


At a 7 ene of the board of 
directors of J. Abrahams & Sons, 
1 , and L. Barnett, 
both sales’ representatives, were 
inted additional members of 

the board. J. Abrahams & Sons, 
Lid. is a subsidiary company of 
Abrahams Publicity Holdings Lid 
Another subsidiary of the company, 
Corona Printers Lid., have 
pound 8. Lioyd, the manager, to 


the boa 
4 . 7 

Cathay Lid., with headquarters 
in Hong Kong ans a branch in 
Singapore, have ned now a4 
branch in Ban under the 
management of A. Jackson, who 
spent his carly years with Lintas 
Lid., and has been with Cathay 
Ltd. in its head office for the past 
few years. 


Douglas Le Vicki has left Pres- 
services Lid., at Reading to join 
Paul Baratte & Associates Lid. He 
was for five years with Bernard 
Jones Publications Lid., and during 
the war was responsible for the 
publication of various forces’ news 
pages in Palestine. Mr. Le Vicki 

s also been with Brown Brothers 
Ltd., and later served as advertising 
manager to Britax (London) Ltd. 


* 7 ” 


James C. B. Willis, <7 
account executive with e 
Partners Ltd. has now Stand 
Teenage Fashion Focus as adver- 
tisement manager. He joins Sydney 
Levene, advertisement director of 
the Stitch Publishing Co., Lid., who 
has been handling both Stitch and 
Teenage Fashion Focus. 


* * * 


Arthur Wilson has joined Masius 
& Fergusson as a visualiser. Since 
the war, in which he was a photo- 
grapher in the RAF, he has 
been art editor of Fashions & 
Fabrics, and has worked for Mather 
& Crowther, CPV and Robert 


Sharp. 
Off to Canada 


As Miss Mary Scott, of C. D. 
Notley Lid., is going to Canada 
for several weeks, she has given up 
the ition of press secretary of 
the Women's Advertising Club of 
London from January |. Miss 
Beatrice Berman has been appointed 
press secretary in her place. 

* o * 

Back from Copenhagen after » 
three-day conference is artist John 
Bain He has been appointed 
art consultant for Great Britain to 
Peter F, Heering, Danish manufac- 
turer of the Cherry Brandy liqueur. 


The Lord Mayor of Dublin, Ald. Alfred 
mark the opening of the new premises o 
managing director, 


Cention Sree, y - 

with a cheque for the Filo 

Weft to right): Pimond Carrtena, 
‘The Standard,’ 


They went to a party 


Agency men who attended a party 
last week given by A. H. Brown, 
London advertisement representa- 
tive, and John Arnott, London 
editor of the Irish Times, to adver- 
tising and press friends included: 
A. A. Pilgrim (Foote, Cone & Beld- 
ing Lid), John Warnock (C. R. 
Casson Ltd.), S. A. Stock (Erwin 
Wasey Lid.), Leslie Stinton and 
G. P. M. Hoey (Napper, Stinton, 
Woolley Lid.), G. H. Procter (Pem- 
berton Ltd.), Leo O'Farrell, J. 
Grant and W. Rogers (Rumble, 
Crowther & Nicholas Lid.), Ray 
Nash (Dudley Turner & Vincent 
Ltd), Frank Metcalfe (Colman, 
Prentis and Varley Ltd.), H. L. Lee 
(Smees Advertising Lid.) and A. 
Page (Erwoods Lid.). 

a. + * 

Among the accounts handled by 
Dr. Giancarlo Livraghi, of CPV 
Italiana, is Shell petrol and oils— 
not Shellmex and BP petrols and 
oils, as stated last week 


Pictured at a cocktail party at Londonderry House, Park Lane, London, 
to celebrate publication of the third edition of ‘World Railways” are (left to 
Bridgman 


right) 


(editor of “Jane's All the World's Aircraft’). 
Henry Sampson (editor of “World Railways’), 
Thomson (publicity officer for the Hispanic Council), and Raymond V. B. 


Rear-Admiral George P. 


Blackman (editor of ‘Jane's Fighting Ships’’). 


Ms of Independent —— 
Cinemas ine the Country. . 


attended a reception to 
*Kennedy-Brindley at Lower 
D. O’Kennedy, presented him 


Relief Fund. Also present ai the party were 
RO at Oo’ ge eg / LP Alan eae 
director of Arks eorddeg on agency, . 

Smith, * and John Tate, managing 


irector, — 


Oliver Robinson, editor of Good 
Housekeeping, is handing over the 
editorship to cPeake, a 
director of the National Magazine 
Company ane art editor of Vanity 
Fair rie-Jaqueline Lancaster. 
the préss officer to the Council of 
Industrial Design until September. 
and Terence Davis become associaic 
editors. Mr. Davis was formerly an 
account executive with Lintas Ltd. 


* * * 


Albert Mithado, managing direc- 
tor of Albert Milhado & Co., Ltd 
left London recently for a_ three- 
week trip covering most of Europe 


* * * 


Changes have been announced to 
the appointments made by Toy 
Trader recently (ADVERTISER 8 
Weekty, December 9). J. W. 
Speight joins the publication as 
business manager and will be re- 

onsible for several new features 
ue to appear next year. Miss Joy 

has joined from the British 
Toy Manufacturers Association Ltd. 
and takes over the appointment of 
space manager. 


* * * 


5. Patrick Hearne is joining 
Scott-Turner & Associates as tech- 
nical account executive after four 
years with C. P. Wakefield Lid. 


o * * 


George Suteliffle, advertisement 
representative on the Salford City 
Reporter group, has recently been 
elected a member of the Man- 
chester Publicity Association. 


Obituary 
D. Meister 


Derek Paul Meister, an account 
executive with Foote, Cone & 
Belding Ltd. since September, was 
fatally injured in a car accident on 
Thursday last. He was 24. - 
viously at Greenly’s, the Amalga- 
mated Denial Co. Lid, and 
Hatchards, the booksellers, he 
served his two years’ National Ser- 
vice with 8 RTR and 4/7 Dragoon 
Guards. 
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House-to-House distribution of samples, circulars, coupons 
or catalogues is a medium on its own— and one that is 
growing in importance. More and more advertisers are 
coming to realize that distribution can give a telling per- 
sonal touch to a sales campaign. It can place the product 
in the hands of the householder, or drop an attractive, 
persuasive leaflet into the letterbox. It can cover selected 
areas at chosen times, or every town in the country simul- 
taneously. Whichever way this flexible system is used, it 
is cheap, quick and effective. 


We are proud of our list of regular clients. They are among 
the biggest advertisers in this country and they have found 
house-to-house distribution a thoroughly reliable and 
successful medium. Their trust in our organization is our 
finest testimonial. If any other is needed, we think it is 
best provided by proof of the time and trouble we have 
spent in making our distribution service almost 100% 
effective. 


Supervision of field staff is, we believe, the basis of our 
efficiency. Our distributors work in teams made up of four 
women resident in the area they operate in, and one full- 
time supervisor. Over every ten teams there is an inspector; 
over him a chief inspector. As a final check, our own 
research staff make regular inspections. 


Up-to-date maps ensure that distribution is accurately 
planned and that teams can go to work quickly and 
effectively. Our maps cover every town in the country. 
information about new housing estates, etc., is sent to us 
by our team workers and enables us to keep our maps 
up-to-date in every detail. Copies of maps are sent to 
clients, team supervisors and inspectors. 


Costs of house-to-house distribution are remarkably low, 
averaging in bulk, £40 per 11,000 distribution. This is 
considerably cheaper than postal charges on the same 
number of samples or circulars. 


21 LEIGH STREET, 


‘House to House 


Distribution 


a nation-wide advertising medium of growing importance 


If you are interested in house-to-house distribution, write for our 
comprehensive booklet. 


Circular Distributors Limited 


LIVERPOOL 


System of distribution varies from client to client. It is 
possible to exclude certain income groups; to deliver to 
houses with garages, television or gardens; to carry out 
nation-wide distribution or concentrate on a single area at 
a time. Distribution averages 11,000 per week per team 
but varies slightly according to system and locality, 


The following are actual examples of distributions 
“carried out by us during 1954 and will give a good idea of 
how flexible the system is: 


A large detergent sample was distributed to every house- 
holder in every town throughout the country over a period 
of four weeks. The total weight handled was about 
2,000 tons. It involved over 2,000 field staff and nearly 
500 vehicles. Over a million personal calls were made, the 
balance being straight distribution. Total number distrib- 
uted in four weeks was more than 10,000,000. 


A breakfast cereal in the form of two large samples banded 
together was distributed to all households in towns, area 
by area, in conjunction with a sales drive in each area. 


A large multiple store organization distributed a Christmas 
catalogue to nearly 1,000,000 householders in selected areas 
in the vicinity of each branch. 


An oil company specified selected distribution of samples 
to householders with garages. 


A food product sample, running into several millions, was 
distributed to all householders except those in Class E. 


We regularly handle distribution for such large advertisers 
as Lever Brothers Ltd., Hudson & Knight Ltd., D. & W. 
Gibbs Ltd., Pepsodent (Sales) Ltd., The Shredded Wheat 
Co., Ltd., Cadbury's Ltd., Westminster Laboratories Ltd., 
EB. C. De Witt & Co., Ltd., Standard Brands Ltd., The 
Nestlé Co., Ltd., Symbol Biscuits Ltd., C. & A. Modes 
Ltd., Great Universal Stores Ltd., and many others. 


1, LANCS PHONE ROYal 8861 


ADVERTISER'S WEEKLY 


i eee — = me . ie —=———— j ' % : : - 
DecemBer 23, 1954° 807 ee 
wa 
ES 
a 
i 
Pe os 
" :- 
ee 7 
, 7 
4 = 
: ee | 
a 
a 
é a 
ee 4 
_ 
F 7 
ee 
. = 
| ee | 
P * 
- 
| Pe : 
$ : 
a 
are * 
| ee ee | 
| 
. a 
, 
E~ 7 
; . 
t 
ee : 
: 
: Se — = | 
pas ‘ 
“i cE d a. ye - i 4 lint a a x > . 4 7 et 7 3 es or is he : ‘ . 
| a * pate - a a ai a, x ow . ae ga va + pe ey ae. 


AG 

> 
g 
ey 


ast 


Ae 


eS 


ADVERTISER'S WEEKLY 


Packaging and Point of Sale Display 
Attractive presentation 


with full protection 


A GREETINGS pack 

designed and produced by 
the Thompson and Norris Mfg. 
Co., Ltd, for Harvey's 


Beigravia Foods Ltd. provides 

a striking illustration of pro- 

tection with presentation. 
Made from shock absorbing 


Designed by Goya Studio with 
art work by Charles Page, these 
attractive “Corvette  coffrets 
come in a box made by Wright 
Bros. (Boxmakets) Ltd. 


SOUTH EASTERN 


hs 


Head Office. MAIDSTONE 5588 


ar fibreboard with the 
new T, & N. “linen grain” finish, 
the container is in a pineapple 
shade with over-printing in bright 
red and green. The contents of 
the pack are separated by corru- 
gated fibreboard fittings in the 
same “linen-grain” finish material. 
These fittings have been designed 
to ensure that the varied shapes 
of the contents are accommodated 
in a compact space, while at the 
same time ensuring they receive 
the cushioned protection so neces- 
sary for bottled goods. 


Both the containers and fittings 
fold flat for ease of storage. Con- 
tainers individually designed for 
any product can now be obtained 
from T. & N. in this newly 
developed “linen-grain” finish. 


* + * 


A opispLay of multi-colour 
printed Diophane cellulose film- 
in up to six colours—for the bis- 
cuit, cake, confectionery, quick 
frozen and fish industries will 
constitute the main feature of the 
stand organised at the forthcom- 
ing Packaging Exhibition for 
Transparent Paper Ltd., and 


Sedna - a 


OBSERVER 


London: 60, FLEET ST. Central 7500 ee 


= 


ISPLAY at the cabinet and in the retailer's window has always 
been one of Birds Eye's major activities in the advertising field. 

This Christmas the company have produced three seasonal pieces of 
material. The first, a lithographed 36-inch by four-inch streamer in 
four colours, repeats the “Don't spend Christmas in the kitchen! Buy 
Birds Eye quick frozen foods” theme on the window, attracting custom 
from passers-by. The second, a large cut-out cabinet bill, repeats the 
same message, and is designed to go on the front of the cabinet inside 
the shop. The third is a sales bill featuring and pricing peas and 
carrots, green-sprouting broccoli and strawberries in sugar. These 
pieces of material will be shown to the retailer in a presentation folder 

which has been made up for the occasion. 


Clearpack Ltd. The exhibition 
takes place at Olympia, London 
from January 18-28. 

Already some of these mullti- 
colour wrappers, believed to be 
unique in this country, have ap- 
peared as advertisements and 
editorial in the packaging and 
confectionery trade journals of 
this country and have aroused 
favourable comment. A visit to 
this stand will give the visitor to 
the exhibition the opportunity of 
secing the actual packs them- 
selves. 

Also prominently featured on 
Transparent Paper Ltd.'s stand over single webbed film include 
will be the company’s new devel- _—_ greatly enhanced _ protection 
opments in the lamination of against moisture vapour and im- 
Diophane to Diophane. The ad- proved crease resistance as well 
vantages this lamination provides as greater strength. 


The new Christmas pack for 
Harvey's food products. 


At this time of year grocers are much concerned about display space. 

Taking into account this demand for space, an effective wire stand-up 

display has been designed for the Puffin cake mix. It is 18 inches 

high and only nine inches in diameter. An attractive display is 

achieved by a column of three packets of the mix (the centre one 

angled) which appear to have no means of support. The minimum of 
counter space is taken up. 
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Hogsheads or Firkins.. 


Kilderkins or Pints—the quantity 
doesn’t matter if the stuff is the 
right quality. 


Od’s life! We certainly get some 
variety in this job of display. 


And you won’t find us lacking in 

ideas or old-time  craftsmanship— 

coupled of course with three of the best 
equipped display workshops in the country. 


Screen-Printing ? There is nothing 
better produced in Britain. 
@ Designed and Produced for Messrs. H. & G. Simonds, Ltd., Reading 


PRIESTLEYS of Gloucester 


COMMERCIAL ROAD, GLOUCESTER. Tel. 22281-4 - 97 BUCKINGHAM ST., W.C.2. Tel. TRA 4277-8 
AND AT BIRMINGHAM. Tel., CEN 1941 & MID 0528 - MANCHESTER AND CARDIFF 
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Exhibition World 


Decemper 23, 1954 


Provinces can rival London in 
staging attention-getting shows 


The provinces are rich in the wide variety of first-class exhibitions which 
conclude that unless the location is London the show must be of secon 


they stage and it is quite erroneous to 
dary importance. 


In this article our 


Exhibition Correspondent outlines the scope of the events involved. 


HOSE who live and work 

in the south of England 
are apt to think that Olympia, 
Earls Court, the Horticultural 
Halls and the several lesser 
exhibition halls in London 
represent the be-all and end- 
all of exhibitions. 

How wrong they are. 


Comparable with London 


Of 75 exhibitions that will be 
held during 1955, 32 will be 
taking place in London and 43 in 
the provinces, 

Many of these provincial shows 
are by no means small-scale, and 
some of those being held at the 
Kelvin Hall, Glasgow, the Bing- 
ley Hall, Birmingham, and the 
City Hall, Manchester, are on a 
par with many of the major 
exhibitions held in London and 
attract big crowds, 

As an example, there is the 


45th annual National Trades and 
Homelife Exhibition that will be 
taking place at the Bingley Hall, 
Birmingham, March 30-April 23. 
Of this show, Kenneth F. Smith, 
managing director of National 
Trades Exhibition Ltd., says: 
“While recognising the import- 
ance of specialised exhibitions, 
eg., Food Fair, Packaging Ex- 
hibition and so on, there is no 
doubt that the ‘general’ type of 
exhibition plays a most important 
part in any well-planned con- 
sumer campaign. For ene thing, 
the very width of its appeal en- 
sures a larger attendance than the 
specialised show, and although 
ours is the oldest annual show in 
the country, we continue to draw 
250,000 people and show a steady 
yearly increase. 

“We feel,” Mr. Smith con- 
tinued, “that the reason for this 
happy position is the careful 
blending of exhibits and features 


of topical interest—features there 
must be, otherwise the public 
are doing no more than pay for 
the pleasure of going round a 
departmental store.” 


Some leading organisers 


The number of exhibitions 
organised by some of the leading 
provincial exhibition organisers is 
imposing. For instance, Jack D. 
Rose (Exhibitions) Ltd. of 
Brighton, are running eight out- 
of-town Ideal Home and House- 
wives Exhibitions in Darlington, 
Glasgow, Truro, Greenock, Not- 
tingham, Liverpool, Southampton 
and Rotherham during 1955. 
Herbert Daniel Exhibitions Ltd., 
of London, have planned three 
big-scale shows for 1955: the 
Ulster’s Own Ideal Home Exhibi- 
tion at the King’s Hall, Belfast, 
August 31-September 17; the 
Birmingham Mail Midlands Ideal 
Home Exhibition, Bingley Hall, 


Birmingham, September 28- 
October 22, and Scotland’s Own 
Ideal Home Exhibition, Waverley 
Hall, Edinburgh, April 27-May 
14. Incidentally, Herbert Daniel 
says that all the space for the 
Edinburgh show, with the excep- 
tion of two stands, was sold 
within two weeks of the time the 
prospectus was issued. 

In addition to the Packaging 
Exhibition that is being held at 
Olympia, January 18-28, Pro- 
vincial Exhibitions Ltd. of Man- 
chester, are running the Hoiel 
and Catering Exhibition at the 
City Hall, Manchester, January 
19-29, also the Daily Dispatch 
Brighter Homes Exhibition, 
March 15-April 2, and the Fuel 
and Efficiency Exhibition, Octo- 
ber 12-22. Both of these also 
being held at Hall 
Manchester. 

The managing director of Pro- 

@ Continued on page 81! 


the City 


England’s Premier Exhibition 


Organisation— 


BURY IDEAL HOME 
EXHIBITION Jan. 12-22 


PORTSMOUTH 
IDEAL HOME EXHIBITION 
February 2-12 


Announce 


A DIRECT ADVERTISING 
MEDIUM FOR 


1955 


Send for Plans and Prospectus, 
without obligation to — 


LEW BARCLAY EXHIBITIONS LTD 


39, RODNEY ROAD, CHELTENHAM Tel: 3072 


WELSH IDEAL HOME 
EXHIBITION May 7-21 


THE GREAT YORKSHIRE 
IDEAL HOME AND INDUSTRIES 
EXHIBITION (LEEDS) July 16-30 


NEWCASTLE-UPON-TYNE 
IDEAL HOME EXHIBITION 
November 
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EXHIBITION 


Janet Brown, 


is seen here with G. 
of Tenbra, Litd., 
Littler’ s 


demonstrators. 
“Happy Holiday” 


stage and television personality, 
Tenbra stand at the: Manchester Woman & Home Exhibition. 


me. 


paid a visit to the 
She 


Radcliffe-Genge, of Gee Advertising, and one 
Janet, who was appearing in Emile 
in Manchester at the time, signed auto- 


graphs almost non-stop for over an hour. 


vincial Exhibitions Ltd., B. Max- 
well, says that at the end of 
November space in all three 
exhibitions, apart from the Hotel 
and Catering Exhibition, had 
been allotted. The Hotel and 
Catering Exhibition was 85 per 
cent full. 

Three popular “Home Life” 
Exhibitions are run annually by 
Ewart Watson (Exhibitions) Ltd. 
These are the Brighton and Hove 
Home Life Exhibition, run at the 
Corn Exchange, Brighton, Janu- 
ary 19-29; the North London 
Home-Lovers Exhibition, Alex- 
andra Palace, April 20-30, and 
the Leicester and East Midlands 
Home Life Exhibition, the 
Granby Halls, Leicester, Septem- 
ber 7-17. 


Maximum attendances 


“All these exhibitions are of 
the ‘Ideal Home’ type, attracting 
maximum attendances,” said 
Ewart Watson. “Well designed 
and constructed,” he has stated, 
“they incorporate fashion shows 
and other non-trading features 
which make them annual social 
events and recognised demon- 
stration centres for all that is 
new to the householder.” 

Apart from the leading provin- 
cial towns, there are several 
smaller centres that are popular 
for specialised and general exhi- 
bitions. Harrogate is one 
example. In 1955 six important 
shows will be taking place in this 
Yorkshire spa town. 

The most important of these is 
the Harrogate International Toy 
Fair, January 8-14. More than 
700 British and foreign manufac- 
turers will be represented in some 
350 showrooms. The influx of 
thousands of toy-men from 20 or 
more countries will make Harro- 
gate “Toy Town” for a week. 


The other 1955 Harrogate 
shows include the Gifts and 
Fancy Goods Fair, January 31- 


February 4 the Stationery Trade 
Fair, February 7-11; the Harro- 
gate Ideal Home _ Exhibition, 
March 23-April 2 (organised by 
Wiley Displays, Ltd., of Brad- 
ford); the Great 
Agricultural Show, July 12-14; 
and the Fifth Northern Antiques 
Dealer's Fair, September 12-17. 


Convincing the sceptics 


It has not been possible to cite | 
the remainder of the projected | 
but | 


1955 provincial exhibitions, 
those which have been described 
should convince sceptics of 


their wide range and importance. | 


& * * 
BRITISH PLASTICS 
turers, with an output in 1954 
nearly 30 per cent above the 
previous year’s figure and 
exports 25 per cent up, have 
applied for more space than is 
available at the third biennial 
British Plastics Exhibition, to be 
held at Olympia, June 1 to II. 
There will be nearly 100 exhibi- 
tors, including all the best-known 
firms in the industry, showing 


the latest materials, plant, mould- | 


ings and fabricated goods, over 


an area covering 33,000 square 


feet. 


A new exhibit will be a display | 


of chemicals, moulding materials 
and mouldings shown by~ the 


Canadian Government as an ex- | 


ample of plastics develop- 
ment in the Commonwealth. 
The exhibition is being  or- 


ganised by British Plastics, 
of the Iliffe publications, 
* ad * 

Tue 

to take part in the Brussels In- 

ternational Exhibition of 1958. 

Running from mid-April until 

mid-October this will be 


on the Continent, 
major international exhibition 
@ Continued on page 612 


Yorkshire | 


manufac- | 


one | 


British Government are 


the | 
largest show of its kind ever held 


and the first | 
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Britain’s greatest 
Shop "i 


window \ Meee 


RN = Lip 


Aiea 4 Me 


Here again in all its 
| breath-taking variety! 


Tue Daily Mail Ideal Home Exhibition puts before the public 
a ia design for living. It’s a huge shop-window, where 
| everything is the very latest of its kind. 
It’s all there—eating, sleeping, recreation ; furnishing and 
| decorating; building and heating; something for cook and 
games player, gardener and handyman. 

It opens at Olympia on March 1, for four weeks of the most 
persuasive salesmanship in the world. 


The Catalogue—a closely read, long lived medium 
One in seven of the 1} million 
who come to the Exhibition buys 
a catalogue. Nearly all of them 
see and study it. Al// of them are 
potential buyers in a spending 
mood. As an advertising medium 
the Catalogue is unique. It is ¢ 
complete review of the Exhibi- 
tion, costing 2/-. It is taken home 
and kept for months as a guide to 
future buying. Not a single copy 
is waste circulation. 
Welcome for Buyers 
For Trade Buyers, both Home 
and Overseas, there is a warm 
welcome, and special facilities in 
the Exhibition Clubs, including 
catering atrangements, 


THE DAILY MAIL — 


EXHIBITION 
OLYMPIA : MARCH 1-26 


(except Sundays) 10 am.—1l0 p.m. Admission 3/-. 
inable at gate or from all branches of Keith Prowse. 
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Jack D. Rose (exnisitions) Ltd. 


for 


1955 


DARLINGTON SECOND IDEAL HOME EXHIBITION 

FEBRUARY 9-19 

Baths Hall, Darlington 
GLASGOW “EVENING CITIZEN” 
EXHIBITION 
McLellan Galleries, Glasgow 
CORNISH IDEAL HOME & TRADES EXHIBITION 
MAY 18-28 

City Hall, Truro 
GREENOCK & DISTRICT IDEAL HOME & TRADES 
EXHIBITION JUNE 8-18 


HOUSEWIVES’ 
APRIL 1-13 


Town Hall, Greenock 
NOTTINGHAM FOURTH IDEAL HOME 
EXHIBITION JULY 13-23 
Ice Stadium, Nottingham 
LIVERPOOL SECOND IDEAL HOME EXHIBITION 
AUGUST 3-13 
St. George's Hall, Live ! 
SOUTHAMPTON SECOND IDEAL HOME & TRADES 
EXHIBITION AUG. 27——-SEP. 10 
Ice Rink, Southampton 


Programme of Exhibitions | 


ROTHERHAM FOURTH IDEAL HOME EXHIBITION 
OCTOBER 12-22 
Town Hall Assembly Rooms, Rotherham 


Brochure Containing Plan, Schedule of Charges and 
General Information for each of the above Exhibitions is 
now available and will gladly be sent on application 


BOSTEL HOUSE - BRIGHTON - SUSSEX 


Telephone: BRIGHTON 29687-29330 


a group of nine 
uential newspapers 


A.B.C. NET SALES 


A18, —. 


SINIGEIAT of 


LONDON: E.W. PLAYER LTD., 30, FLEET ST. Ec4. 


The whole field of metallurgy is covered by.. 


THE iesvitee sd JOURNAL OF METALS 
KENNEDY PRESS LTD + 31 KING ST. WEST’ - MANCHESTER 3 | 
50 TEMPLE CHAMBERS - TEMPLE AVENUE - LONDON E.C.4 | 


| 


| complete boat, 


EXHIBITION WORLD —continued 
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- Vayurelg 


NATIONAL £66 PACKERS ASSOCIATION ito 


At the egg packing 
station demonstra- 
tion, operated by 
David Greig in 
co-operation with 
the National Egg 
Packers’ Associa- 
tion, Lid., at the 
National Poultry 
Show, same 
60,000 eggs were 
handled, weighed 
and stamped dur- 
ing the three days 
of the show. 


for nearly 20 years. It will cover 
an area of more than 450 acres, 
and a total of 25 million visitors 
is expected. Information on the 
exhibition can be obtained from 
Campbell-Johnson Lid. 

* 


+ + 
THe orGaniser of the 3rd In- 
ternational Handicraft, House- 


craft and Hobbies Exhibition to 
be held at Earls Court, Septem- 
ber 22 to October 11, John 
Pullan, tells me that negotiations 
with overseas countries for par- 
ticipation in the show are now 
well advanced. It is probable that 
Middle East nations, the Soviet 
Union, and China will make their 
debut at this important handicraft 
exhibition. 
” ad * 

ALTHOUGH I enjoyed the bright 
and busy atmosphere of the 
Smithfield Show at Earls Court, 
I felt that, as a pressman, I was 
under suspicion, as my press pass 
rather suggested that I would be 
passing it around to my friends 
after I had used it. In a lengthy 
diatribe on the back of the pass 
it was stated that “The presenter 
may be required at any time to 
countersign it” . three spaces 
were left for the malefactors to 
sign! 


Informal and helpful 


Anyway, after my visit to Earls 
Court I journeyed to the Poultry 
Show at Olympia where it was 


| very pleasant to be greeted in an 


informal and helpful manner by 
Maurice Seymour, the press 
officer. Within a short time | was 
provided with all the information 
1 wanted and then introduced to 
some helpful PRO’s, including 
Francis Denman. 

An oasis among the crowing 
and gobbling of the poultry was 
the Gas Council exhibit where 
“Polly” Polini and Peter Dark 
gave me a conducted tour of the 
| Eitchen where Joan Robbins, of 
TV housecraft, was demonstrating 
her special chicken recipes. 

+ * + 

AMONG THE 140 exhibits at 
| Britain’s First National Boat 
Show at Olympia, December 30 
to January 8, will be the cheapest 
a canoe costing 
£12 10s. and a £5,250 ocean-going 
racing and cruising yacht. A 
{| panel of expert yachtsmen and 
boat- builders, including Uffa Fox, 


the famed racing yacht designer, 
will be manning an information 
centre at the show. 

a x *” 

Tue Junior Express, the Daily 
Telegraph, Punch and Hulton 
Enterprises will be representing 
Fleet Street at the National 
Schoolboys’ Own Exhibition that 
will be held at the Old and New 
Horticultural Hall, December 31- 
January 13. 

It will be the first time that the 
Junior Express and” Punch have 
participated in this exhibition. 

I hear that the Punch exhibit 
will be the “perfect schoolroom, 
from the pupils point of view.” 
As Emmett, Brockbank and 
David Langdon have designed 
this “perfect” schoolroom, the 
result should be one of the high- 
lights of the exhibition. 

Hulton Enterprises exhibit 
will be the “Eagle Window,” 
where youthful visitors will be 
able to purchase ducts known 
to them through Eayle, Girl and 
Robin. 

* + + 

SPICeRS’ STAND at the Packag- 
ing Exhibition, Olympia, Janu- 
ary 18-28, will underline the fact 
that “Paper is their business,” and 
that the term includes boards and 
plastics for every printing, pack- 
aging and wrapping purpose. 


Spicers have been connected 
with paper since 1645. The 
accumulated knowledge and 


experience gathered over that 300- 
year period, combined with their 
world-wide resources, enables 
them to. pre-select from all avail- 
able supplies the most suitable 
material. ae Sa 
vavliiiiuitias Events — 
(to January 31) 

Jan. 6-8, National Exhibition 
of Cage Birds & Aquaria, 
Olympia; Jan. 8-14, Inter- 
national Toy Fair, Grand Hotel, 
Harrogate ; Jan. 18-28, Packag- 
ing Exhibition, Olympia; Jan. 
19-29, Brighton & Hove Home 
Life Exhibition, Corn Exchange, 
Brighton ; Jan. 19-29, Hotel and 
Catering Exhibition, City Hall, 
Manchester ; Jan. 20-29, Inter- 
national Holidays and Sports 
Exhibition, Old Horticultural 
Hall; Jan. 31-Feb. 4, Gift and 
Fancy Goods Fair, Grand Hotel, 
Harrogate. 
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Increased competition in | 


consumer goods market — 


iw one needed confirmation 
of the impression of pros- 
perity now prevalent in the 
Netherlands one need only go 
to the account of the budget 
for 1954 which has recently 
been issued over here by the 
Export Services Branch of the 
Board of Trade. 

This speaks of the “amazing” 
expansion of the Netherlands 
economy during the past year. 
Industrial production, which had 
increased by only 5 per cent dur- 
ing the two years 1951-52, had 
risen by 11 cent in 1953 and, 
in the middle of this year was 
8 per cent above the year 
before. a 1938 as repre- 
senting 100, labour productivity 
stood at 110 in mid-1954. On 
the home market, the budget 
statement tells of “clear signs of 
the change from the previous 
policy of a limitation of con- 
sumption. In the period between 
1948 and 1953 the national pro- 
duct had increased by 30 per cent, 
of which 27 per cent had gone to 
exports and only 3 per cent to 
the home market; while in 1953 
the national product had in- 
creased by 11 per cent, and was 
evenly divided between the 
foreign and home markets.” 

The reason for this devel 
ment is given as “mainly t 

per cent wage increase 
granted at the beginning of 1954 
and would be accelerated by the 
further 6 per cent increase which 
has just been granted.” 

The Dutch economic achieve- 
ment has also lately been cited in 
a survey from The Times corre- 
spondent in The Hague and there 
described as “characteristic of 
a people who have always 
worked hard.” The population, 
9,300,000 in 1945, was 10,600,000 
last May giving rise to a density 
(772 per square mile) which is 
the highest in Europe and slightly 
higher than that of England and 
Wales. 

* * * 

Tue putcnw Labour daily Het 

Vrije Volk recently opened two 


The new building for “Het Vrije 
Volk” in Rotterdam. 


HOLLAND 


new printing plants within a 
month. A new Groningen plant 
is now in operation and takes the 
place of one blown to pieces a 
few days before the liberation 
of that city. Additionally, a new 
Rotterdam plant has been. 
opened, 


Final stage marked 


The premises in Rotterdam 
mark the final stage, for the pre- 
sent at least, of an ambitious 
reconstruction plan started by 
the Arbeiderspers, publishers of 
Het Vrije Volk, when the libera- 


| 


| 


} 


| 
| 
| 
| 


tion left them with five out of 


six of their printing plants either 
destroyed by bombs and fire or 
sold by the Germans to unknown 
buyers. 

The new building draws com- 
ment from its modern design and 
logical conception. It features 
a 70-foot high office building in | 
pass and glazed tiles connected | 
y a series of low industrial 
sheds with an outer building 
completely covered by aluminium 
plate. The office building houses 
the editorial and managerial staff, 
the sheds with their large floor 
area lodge the composing rooms 
and commercial printing plants, 
while the rotation presses and 
the despatch halls are in the 
outer building. 


Two provinces served 


The Groningen building, strong- | 
hold of the Dutch Labour paper, 
| 


would disappear in the more 
than 23,000 sq. ft. foundation 
surface of the Rotterdam build- 
ing. Although quite different | 
and far more compact, it serves | 
two of the northern provinces 
in the Netherlands and might be 
called a chip off the old block. | 
It was designed and built by the | 
same architect, J, J. M. Vegter. 
The Arbeiderspers celebrated the 
opening of their two establish- 
ments with a special celebration | 
issue in four colours with 84 — 
pages (weighing 600 gr. per copy) 
which was distributed to 350,000 
contacts in the Rotterdam area. 
In Groningen a fairly modest 
32-page issue was also distributed 
to every family in that area. 

In 1953 the directors of the 
Dutch Arbeiderspers opened a 
new building in Arnhem to 
replace one which was blitzed. 
They can now look forward to a | 
period where their worries are | 
th, cost of newsprint instead of 
bluepririt. | 


| 


ADVERTISER'S WEEKLY 


Top national/local coverage of the Netherlands 


10 per cent coverage of the Dutch consumer 
market. 

Over 287,000 daily net circulation 

Over 272,000 regular subscribing families or 
10% of the Netherlands 2,552,000 homes 
10% of the national newspaper-accounts 
Readership principally middle class — public 
officials, farmers, office and manual workers 
— neither rich nor poor — the mass consu- 
mer market who spend £1,400,000 weekly 
on food, clothing, household equipment, 
education and entertainment. 


Holland's greatest national with effective 


regional rates and on MOD, 


Represented in Great Britain 
A. PRESS LIMITED 
14 Dover Street, London, W.1. 
Mayfair 8615 


, 


Opportunities 
in South Africa 


for sRTISTS & 
LAYOUT MEN 


THE African Amalgamated Advertising Contractors Ltd., 
South Africa's largest advertising agency, offers excellent 
opportunities to ambitious young artists, visualisers, layout 
men. 
The Company has D 
main centres in South Africa, 
where the rapid 
demand for capa 
The terms of engagement are good and include Pension 
Scheme, Medical Aid benefits and generous leave facilities. 
Passage paid for successful applicants and their wives. 


Wite to Gs tnt ee a 
AFRICAN AMALGAMATED 


ADVERTISING CONTRACTORS LTD., 


P.O. Box 7012, 4th Floor, His Majesty's Building, 
Commissioner Street, JOHANNESBURG 


equipped Offices in all the 

uthern Rhodesia and Kenya 

"tpn of industry is creating a contin 
men. 
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Ad Man’s 
Bookshelf 


The facts 


Whitaker's Aimanack, 1955, published 
by J. Whitaker & Sons, Lid., complete 
edition, 15s 

HERE are several points 

of particlar interest about 
the 1955 version of this in- 
valuable guide. 

For example, the 16-page illus- 
trations section, depicting notable 
events of the past year, very 
favourably received on its incep- 
tion in the last edition, has been 
continued, 


Explaining the function 


The sections dealing with gov- 
ernment and public offices have 
been expanded by the inclusion 
of new or expanded introductory 
paragraphs which explain their 
functions, The section on local | 
government in the United King- 
dom has been expanded by a new 
article covering their constitution 
and the election of councils, 
organisation and finance, while 
details of rates and rateable values 
have been included in revised 
tables of the Scottish counties. 

The main statistical section 
has been brought completely up- 
to-date, New tables show the | 
division of revenue and expendi- 
ture as between Scotland and the | 
rest of Great Britain, 


The Complete Amateur Photographer, 
by Dick Boer, A bs 


Taking the snap | 


edited by 

Sowerby, published for Amateur 
Photographer by liifle and Sons Lid, | 
price 21 
HE charm of photo- | 
graphy annually attracts | 
thousands of people, young and | 
old, but many of them rapidly | 
become discouraged by failure 
and lose interest in their | 
cameras. 
This book, which has been in | 
continuous demand since its | 
original publication in 1948, sets | 
out to show the beginner how to | 
become a good photographer in 
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| Lighter display } 


This Ronson counter display | 
cabinet has been moulded from 
urea material by Prestware Ltd. 


COMMERCIAL ARTISTS 


S-A-P 


But how soon—and is 
it possible? 

At LA. we are geared 
up to every Agency 
requirement. 

We have integrated 
our Art and Photo- 
graphic Studio to a 
smooth purr that makes 
everything possible. 

In fact .. 
the Complete Studio Service 
at 118 PARK ST. W,.: 


Telephone | MAYFAIR 
| 4316 & S530 


' photographic’ 
RETOUCHING 


a ‘natwal’ retouching 
essential to good advertising 
Phone: CHAncery 3902 


SMH 


2 Doughty Street, W.C. 1! 


RERKELEY 
ARTISTS 
5, Stratford Place, 


London, W.1 
Telephone: Hyde Park 9981 


att 
IDEAS & ARTWORK 


‘BUCK’ 


35, STONARD Re 
N.13. 
PAL mens Green 8846 


Trove ant Agen 110 


representing 
FREE LANCE ARTISTS 


1 PURNIVAL STREET, LONDON, £.C.4 
HGLborn 884i CHAncery 3506 


display 
lettering 


11 disunpuahed ta feces. Range of sizes 
LONDON INDUSTRIAL ART LTD. 


3 All Saints Road, London, W.11 
Tel. PARK 9431 


SHOWCARDS 


@ CONVEX LTD. 
CUT-OUT, EMBOSSED 
COLOURED, SILK SCREENED 
CELLULOID PRINTING 


41 BRECKNOCK ROAD, N.7, 
PHONE GUL. 4877-2848 


FRANK WINTERBORNE 
STUDIO 
Artists and Designers 


87 REGENT STREET, W.1 
Telephone: REGENT 1096 


t oo 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards — Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


&. CHRISTIAN & CO. LTD. 
63 St. Paul's Road, N.1 
CAN 2461 


ESTABLISHED 1842 


$ LTD. 
JOWNS, SON & WATT 
2-4 EPWORTH ST.,LONDON, E.C.2 


mOnerch 7408 (chree tines) 


SILK SCREEN MATERIALS 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 
GEORGE HALL’S 
of course! 


GEORGE HALL (Sales) LTD. 
MM Wellington Road, South, 
Stockport. Tel. STO 3375 


BLOCKS & DIES 


BRASS GLOCKS & DIES 


NOSBS & AYCKBOURN 
14 CLERKENWELL GREER EC) 
GE 6474 tt ove 40 yon 


MISCELLANEOUS 


FORTY 7 . . 
THOUSAND PHO rOGRAPHS 
of Horticultural Interest 
ecotamunicate with 
REGINALD A. MALBY & CO. 
19 CHELMSFORD RD., WOODFORD, 
E18 


BUCkhurst 0222 


4 Saga s : ; a ies ae ety PI! 
ae " eo ae ee " % 
é ) 4 
: B14 : Decemper 23, 1954 jm 
‘ Serviees & § 
= COMMERCIAL ARTISTS CUT-OUT LETTERS : 
: _— : E , 
; re SOCSESESESESSSSSESESEEEESEEOSCESEOOE pF ' 
4 as a: 

4 b SOSH SESESESSESESESSESESESEECEES DOGO pe a ‘ 
¥ = ) : 
en } 2 
es a “Wass Blocks for Foil blocking om ‘i 
ee - - cord o plastics bronze cutters ae 
Pd 5 , tor cut-outs Cutter crush dies for Ss 
a z . | + 4 ‘ | LS 
as) | 
— ea) | mn | 
ae ay Fl o* 
i. = | : 
ae a 
Ve ; 
‘i : r 
i ee we a = 2. See oe 


, 


(es) ee i ais - ae 


‘a 


DecemBer 23, 1954 


LONDON ART SERVICE 


PHOTOCRAPHIC LTO 


COMMERCIALLADVERTISING 
PHOTOGRAPHERS 


specialists in 
photographic 


-HARRY BAKER 
206 Church Rd. 


See Ware about 


Publicity Pictures 


with @ news angle 


AC.K. WARE service includes 
an extensive library of Colour 
and Monochrome pictures 


ACK WARE (hoa paacs) LTD. 
26a Basinghall St.. London, £.C.2 
MOT mepehiion 9896-7 


COLORGRAPH 


Colour Photography 
fcr Advertising, Point of Sale 
Showcards and Calendars 
* 

COLOUR LIBRARY 
Studio and Location Shots 
Transparencies and 
Colour Prints 


8, BREAMS BUILDINGS, CHANCERY LANE 
LONDON, E.C.4 


CGHAncery 34:6 


enlargements 
BE “RO 


Willesden 3 


We are proud 
of our Studios and 


of the work we produce. 
YOU ARE CORDIALLY 
INVITED TO SEE BOTH 


LLG PLPAAGO’, 


LST) 
295 Camberwell New Road 
London, S.E.5 
Tel: RODNEY 5811/2 


Specialists in Photographic 
Printing Processes for 
Advertising, Display 


and Exhibition 


hotographic 


Prints| six 
Write or Phone | QUANTITY 


I. oo 
P ofowo ° 
— LILYWHITE LTD. 
Brighouse, Yorkshire. Phone: 1240 
73 BAKER STREET, LONDON, W.) 
Phone: WELbeck 0938-9 


SILK SCREEN SERVICES 


Silk Screen 
Printers 


Sign, Display and Outdoor 
Publicity Contractors 


Multiple Display 
Units 
Frost & Ward 


17 Chiltern Street, London, W.! 
Telephone: WEL. 3563 


815 


SILK SCREEN SERVICES 


SHOWCARDS - POSTERS 
CUT-OUTS - DISPLAYS 


SILK 
SCREEN PRINTING 
Lorge or smal! quantities 


on any material 


FOR QUALITY 


SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


57 BAYHAM PLACE nw 
SHOWCARDS POSTERS 
WINDOW BILLS + CUT-OUTS ete 


LICENSED DAY-CLO PRINTERS 


NILA SCREEN 


, AND 
LETTERPRESS 
A powerful combination for 
long or short runs of colour 
printing. Any Material 


OBEL APRESS & MGNSLTD 


Myron Pince, London, S.E.13 
Lee Green 6133/4 


@ Continued on page 816 
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AD MAN’S 
BOOKSHELF —continuea 


a very short time. Step by step, 
the author explains exactly what 
F ameene in the photographic 
process—how the camera works, 
what happens to the film, how it 
is developed and a print made, 
how the camera is set and how 


| the photographer sets the scene, 


| every 


| standard with the same 


Then each stage is discussed 
separately in detail, and lavishly 
illustrated by photographs and 
drawings that make everything 
crystal-clear. 


Commercial 
guide 


Kemp's Directory 1954, published by 
Kemp's Commercial Guides Lid., £5 
N presenting the 1954 edition 
of this incomparable direc- 
tory, the publishers draw atten- 
tion to the fact that additions to 
it will be made next year and that 
“existing data will be rechecked” 
in order to continue it as an in- 
dispensable dee ga uide to 
commercial lertaking. 
The publishers woud welcome 
any suggestions for improvement. 


Warning to subscribers 


In the preface to this latest 
work subscribers are warned 
against being misled by cuttings 
taken from Kemp's Directory, 
which are not presented on behalf 
of the publishers by a repre- 
sentative holding a letter of 
authority issued by them. 


Taking the wind 


Yachting World Annual 1954-1955, 
published by Yachting World, price Ws 
HIS annual has established 

a reputation as a competent 
survey of the year in yachting and 
for the excellence of its shei- 
graphs. 
The 


1955 edition maintains 
rofusion 
of beautiful pictures from the 
leading British marine photo- 
graphers and with contributions 


| from leading yachting authori- 


| This year, all the 


ties. This edition is also notable 
for the cruising articles written 
specially by well-known yachts- 
men. 


Junior information 


Nursery World Diary 1955, published 
by Benn Bros., Lid., price 7s. 6d 
HE first diary from Nursery 
World came out last year for 
1954 and was quickly sold out. 
information 


| contained in that first venture has 


| word, * 


to date and 


been brought m4 
new features 


more pages a 
have been added. 
As the editor writes in the fore- 
. throughout the year, 
whenever we have discovered 
some reliable organisation offer- 
ing a service to those who have 
children to look after, we have 


| made a note of it for the next 


diary. So you will find the list 
of useful addresses much 
ext - 
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EXHIBITIONS & DISPLAYS 


FOR A COMPLETE DISPLAY 
EXHIBITION & PHOTOGRAPHIC 
SERVICE CALL 


Replicards Ltd. 


DESIGN 

DISPLAY 

EXHIBITION 

SILK-SCREEN 

PHOTOGRAPHY 
ALL THE ABOVE 


SERVICES ARE CARRIED 
OUT IN OUR OWN WORKS 


CLIENTS ARE INVITED TO INSPECT 
407-409 HORNSEY ROAD, N19 


DISPLAD LTD. 


CASTLEFIELDS 


MANCHESTER 15 


Pioneers of Display 


r Vectis Works, Church Path, Acton, W.4 ~ 


| Phone; CHISWICK 606¢ } 


EXHIBITIONS & DISPLAYS ADVERTISING NOVELTIES 


COOK’ 
DISPLAY 


LIMITED 


and at: 17 Rue J 


PRODUCTIONS 


124 LADBROKE GROVE, W.10 


Telephone: PARK 6652-5-4 


Maistre, Paris, 18 


CRAFTSMEN BUILT 


EXHIBITION 
STANDS 


DIGBY'S 


9. FLEET ROAD, HAMPSTEAD, N.W.3. GUL.3018 


GOLD BLOCKING 
on PLASTIC, LEATHER, Ec. 
(ENS, PENCILS, DIARIES, WALLETS) 
PROMPT SERVICE 
TO THE TRADE 


AD-STAMPING LTD. 
148 SHOOTERS HILL RD., LONDON, 5.6.3 
GREENWICH 3688 


* 
ad. mgr. SZ 


-.. and pats head of Account 
Executive, who thought of 
“Gartex” advertising balloons. 
ee always before the 
public’s eye, reminding .. - Selling 
. .. Swelling sales. Your ““Gartex 
order is printed to sell your 
product. For details, write: 
Sales office, Young & 
Rubber Co., Ltd., Garfie 
Road, Wimbledon, S.W.19. 
— LIB 6281-5 


P.V.Cc. WELDING 
Wallets, Note Books, Cases, 
Price Lists and Book Covers, 
etc. Made to customers’ re- 
quirements. 


CITY SUPPLIES COMPANY 
(Advertising Gifts) 


36 Copthall Ave. £.6.2 
NAT, 9253 


RELiance 4848 


U.K. DISPLAY SERVICE 
Crepe Paper Window 
Dressing Contractors. 

93 OLD SOUTH LAMBETH ROAD, $.W.8. 


J WATSON (ore ir5 


DISPLAY \ fasseimpann aa 
WITS IN \ LONDON -W-i2 
PwOnE 


PLASTIC 


+ METAL 4363 


ADVERTISING NOVELTIES 


badgered 
about 


badges 


Introduce your 
representatives 
by means of 
RODEN Badges 
aw 


FoR 
PLASTIC RULERS 


CONVEX LTD. 


SCALES, CALENDARS AND 
PLASTIC NOVELTIES 


41 BRECKNOCK ROAD, N.7 
PHONE, GUL. 4877-2848 


_ ! | 


eet the largest 
crowd your representatives will be easily 
identified they weer a distinctive badge. 
Samples in silver ov metal and enamel, plastic, 
leatherette, celluloid or cloth sent with prices 


rie Fheneo fRloven 


AND SON LIMITED 


SS HATTON GARDEN, LONDON, E.C.!. 
° Loade HOLBORN 0139. 
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PROCESS ENGRAVERS 


rnerecnarr i srocnsane 


/ SCOTTISH STUDIOS 
AND ENGRAVERS LTO 


OUSTEN HOUSE Me CLTO ST GiascOow 
et CITY ers “CUBAN CiAsCOW 


SPECIALIST TYPESETTERS 


a ___—_. 


James C. Joyce 


The Specialist 
Typesetters 


high-class reproduction 

display & advertisement 

setting : stereotyping 
154 Clerkenwell Rd ECI 
TERminus 7124 & 4308 


GENERAL PRINTERS 


As we have said before quality and ser- 
vice in combination with low cost are 
gaining recognition. 

This is why more and more Advertising 
Agents, Publishers and Publicity 

are turning to 


THE 
PORTSDOWN 
PRESS LTD. 


with cheir Print enquiries, especially 
now that we have installed our own 
Camera Plate making and Colour 
Retouching Department 
The service is exceptional— 


GER 6601-2 
WILL FIND US 


THE CABLE PRESS 


PROVIDES 
a first-class printing 
service for production 
° 


CATALOGUES 
BROCHURES 
HOUSE JOURNALS 
SYSTEM FORMS 
FOLDERS & LEAFLETS 


The Cable Printing & Publishing 
@ DOUGHTY 5fT., W.C.1. HOLT 
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Review of Advertising Films 


How to sell soap in 


dark places 


SHORT black and white 

cartoon film, shorn of 
Western gloss and sophistica- 
tion, entitled “Cleanliness the 
Easy Way to Health,” takes 
Sunlight Soap to regions where 
this commodity has still to 
become an essential requisite of 
every household. 

Africa, Indonesia, Malaya, and 
the West Indies, are the key 
destinations of this film, which 
has been produced by Lintas Ltd. 
to meet the standards of these 
widely differing peoples. Such an 
aim raises a hornet’s nest of 
problems in the devising of the 
film and these are worth brief 
consideration. 

Perhaps the most difficult was 
to draw a human beiag with 
a facial appearance which 

as being 

“coloured” without giving him 

the distinctive features.of any 

particular race or tribe. 

This was extremely difficult, 
because a composite face is a 
compromise-——but it had not to be 
recognised as such in any given 
territory. Secondly, location 


By PAUL NUGAT 


background drawings and village 
huts and other paraphernalia 
needed to be vaguely impres- 
sionistic in order to create the 
homely atmosphere of bush and 
jungle without exciting the keen 
and critical attention of the semi- 
illiterate audiences. For over- 
coming all these difficulties Lintas 
earn full marks. And because of 
the simple undeviating manner in 
which the commentary puts across 
the advertising message, these 
markets should not be minor for 
long. 


Copies still circulating 


Nearly two years ago, Lintas 
produced a 20-min. Technicolor 
film, “Let’s Keep Our Teeth,” for 
the Oral Hygiene Service, spon- 
sored by D. & W. Gibbs Lid. It 
was very well received and its 
distribution to date is as follows: 
200 16 mm. copies are still circu- 
lating in Great Britain; it has 
been shown in 18 countries and 
translated into nine languages— 
and it has been distributed to all 
Norway's municipal schools. For 
its benefit, Finland's film censor- 
ship organisation has waived the 


Our half-century of experience of screen adver- 
tising with Independent Cinemas is now being 
applied to the production of advertising films for 
Independent Television. 

To meet the new demand for television films, we 
are acquiring additional studios, fully equipped 
and staffed by experts, for the production of 
television commercials in live action, animation 
and puppetry of the same high standard always 
associated with our cinema advertising films. 


S$. PRESBURY & CO” LTD., Gloucester House, 19, Charing Cross Road, London, W.C.2. 
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rule that only cultural-instrus- | 
tional films made entirely in their 
own country can get cinema dis- | 
tribution and has requested | 
copies. An Italian senator is aim- 
ing to have the film shown in all 
Italian schools—and the National 
Film Library of New Zealand has 
bought 10 copies instead of its 
usual quota of one. 
> * * 


HALAS AND Batchelor Cartoon 
Films Ltd. are right in pointing 
out to me that they are re-enter- 
ing not entering the advertising 
film field. One big reason for 
their absence has been the three 
years’ work - they ut into 
“Animal Farm,” which is well 


for 


TELEVISE PRESBURY- WISE! 


Telephone WHiltehall 3601 


the New name in Television 


Independent 


Television 


SHOT from the 2\st anniver- 

sary number of “Ingot 
Pictorial,” a quarterly film pro- 
duced by the Richard Thomas 
and Baldwins steel group. It 
featured an interview with Stirling 
Moss and discussed various quali- 
ties of steel used in motor-car 
manufacture, Metal fatigue was 
touched upon. This scene was 
taken in the “White Swan,” Whit- 
church, near the group's research 
laboratories. Picture shows, left 
to right: R. A. Hacking, of the 
research laboratories, Noel 
Williams, landlord of the “White 

Swan,” and Stirling Moss. 


worth a night out for all who 
want something different at the 
cinema, 
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DOUBLING UP IS HIS JOB! 


BDOUBLING the size of Glasgow's 
Express building, which, it is claimed 
wi become the biggest newspaper 
office in Scotland, is one of many 
jobs en. hand for general manager 
Alexander H., Temperament- 
ally expansive, Mr. Bruce has seen a 
good deal of 
expansion 
since he joined 
the Scottish 
Daily Express, 
two months 
after it started 
26 years ago, 
as a circula- 
tion canvass 
supervisor in 
Inverness — the 
daily’s sales 
increase from 
100,000 to a- 
bout 600,000; 
the trebling of 
Evening Citi- 
zen sales since 
the group took over in 1940; and 
the wartime establishment and growth 
of the Scottish Sunday Express. The 
Express building itself had little more 
than half the present ground area 
before 1939. “ No newspaper office 
is ever big enough,” says Mr. Bruce, 
who has to use the boardroom as 
his office just now. 

Though a “ disciplined optimist,” 
he expects heavy weather ahead as 
newspapers “move into the open 
seas of free competition after coasting 
along in protected waters since 1939, 
what with higher newsprint prices, 
bigger wage bills, diminution of the 
spillover of advertising from the 
nationals to the provincials, and the 
advent of commercial TV. But he 
looks forward with zest to hotter 
competition. He believes that the 
* dogfights” of the past have given 
the public increasingly better value 
in newspapers. 


Notable career 


Miss HELEN JARDINE, whose 
retirement at the end of the year 
has been announced, will carry 
many good wishes with her. Her 
career in fashion and commercial 
art has been a very notable one. It 
began after the first world war with 


| study in an art school and about 
three years in a studio. With some 

| friends, she started up business in 
Devereux Court, and the firm has 
since oceupied various homes before 
moving, after the last war, to its 
resent premises in Wellington 
treet. 

Helen Jardine Artists is run on 
the excellent principle that each 
member works as an individual 
artist in her own right, and is not 
just an anonymous employee. A 
number of artists collaborate with 
the organisation, in addition to 
the ten who work in it. Miss Jar- 
dine attributes not a little of her 
success to the fact that she has 
always believed in advertising. 

About her plans Tor her retire- 
ment at her Hampstead home she 
has no very definite ideas. Except 
that her chief love, art, will find a 
prominent place in her activities. 

Miss F MeLare, the sales 
director, who has acquired the 
business, has been a colleague of 
Miss Jardine’s for six years, and I 
have no doubt will be able to main- 
tain its high reputation. The name 
Helen Jardine Artists will, of course, 
be retained. 


Gay and witty 


CHRISTMAS cards — beautiful, 
charming, gay, witty, or derisive— 
on Pane up on my desk. Aero 
Modeller have sent me a sheet of 
paper that folds into one of those 
aerial darts which children send 
swooping across the room. From 
Press and Public Relations Lid. | 
receive epee wishes stamped Press 
Matter, Urgent, and For Immediate 
Release. : John Murphy Organi- 
sation card disclaims, with illustra- 
tions, that its executives take a 
release to Fleet Street in a sedan 
chair. The Children's Wear card 
has a Ronald Searle illustration of 
a chap standing on copies of that 
journal to kiss a girl under the 
mistletoe, over the caption “Always 
serving your interest.” 

For these and all the other cards 
I haven't space to mention, I give 
thanks and good wishes. 


At a lunchernn given by E. Rouse, joint managing director, The Autotype 
Co., Lid. to —~ of the Display Producers and Screen Printers 


Association whom 
where Autotype were represented, 
Autotype), Foster ( 


met at the * 
. Foster & Co. (Display) Lid.), A. 


Louis Screen Printing Convention, 
to rc BF W. Sharp » eg gm 
. Rouse 


Guiotves’ F. 3. LeMay (Supasigns Lid.), EB. Rouse, P. W. Sprinzel (Studio 


nzel), and C. C. 


unt (Autotype screen 
Otley (Olley & Rowley Lid.) was 


ocess department manager). 
to attend the luncheon. 


Four-generation 
agency is 100 


AT the centenary celebration part 
ot Lee & Nightingale (Advertising 
Ltd., of Liverpool, the chairman, 
Mrs. A. K. Lee., was able to claim 
that her daughter is the fourth 
generation ot tne Lee family to be 
in the firm. It was in 1854 that 
Thomas Lee, sub-cditor on the 
Liverpool Times, and oe Henry 
Nightingale, attached to the Liver- 
pool Journal, started up on their 
own as Liverpool correspondents for 
various London and _ provincial 
newspapers. 

They soon added an advertising 
agency, a shorthand writing practice 
and a printing office. Not until 1943 
was the firm made into three limited 
companies specialising in advertis- 
ing, printing and shorthand respec- 
tively. 

Some of the biggest successes of 
the firm are associated with wars. 
During the American Civil War, Lee 
& Nightingale acted as local corre- 
spondents for the Daily News, and 
often Lee would charter a special 
train to London, taking with him 
the files of the American journals 
that had arrived by ship and 
writing out his copy en route. 

The period between the two world 
wars saw great strides made by the 
advertising department. It acted, 
and still does act, for many steam- 
stip companies, tor banks, insurance 
companies, solicitors, manufacturers 
and traders of every kind. With 
the outbreak of war the advertising 
department prepared the first War 
Weapons Week campaign for Liver- 
pool. 

+ 7 * 


FROM Donald McC comes 
a request, which I gladly pass on, 
for comributions to the Mental 
Health Research Fund, which seeks 
to combat mental illness by estab- 
lishing research fellowships, provid- 
ing specialised equipmem, and in 
many other ways. Contributions 
should be sent to him at 39 Queen 
Anne Street, London, 1. 


Nobel gesture 


From Donald 
Hudson | hear of a charming com- 
liment that was paid to him at the 

H following the Nobel Prize 
banquet which he attended at Stock- 
holm. When the University students 
heard that he would celebrate his 
birthday on December 11, they sang 
English songs, such as “Happy 
Birthday to You!” and “For He's a 
Jolly Good Fellow!,” which were 
heard by members of the Swedish 
Royal Family and members of 
embassies. 

Mr. Barrington-Hudson (who was 
formerly publicity manager of the 
Financial Times) has been on his 
first visit to the Scandinavian coun- 
tries, to gather material for a series 
of articles on international affairs. 
He broadcast in Copenhagen, and 
is moving on to Paris, Brussels, 
Amsterdam and Berlin. 


* * * 


Coup anyone, please, tell me 
the author or the source of the 
following well-known verse, which 
a correspondent hes asked me to 
idemtify?— 
He who whispers down a well 
About the goods he has to sell 
Will never earn the pounds and 
dollars 
him who climbs a tree and 
holloas. 


An artist works on an original 
design for one of the Metal Box 
Company's decorated containers. 


Stupendous output 


ALTHOUGH the giant Metal Box 
Company has, I believe, some 35 
factories and employs about 22,000 
people, its name is probably un- 
familiar to the general public, for 
whom it does not produce direct. 
But just what a remarkable con- 
cern it is, I—along with a dozen 
advertising managers from big Mid- 
land concerns—understood whee we 
spent a day last week at Mansfield 
and Sutton-in-Ashfield and saw plain 
sheet-metal going into the machines 
at the beginning of the process and 
emerging, in mind-staggering quan- 
tities, as a huge variety of cans, 
decorated boxes for sweets, cos- 
metics, drugs and many other pro- 
ducts, counter displays and adver- 
tising material. Rarely have | seen 
such a demonstration of the range, 
flexibility, and power of modern 
industry. 

R. F. Rooke, of the Metal Box 
publicity section, was prevented 
from coming with us—I believe he 
was busy with his firm's stage show 
—but to his colleague, T. G. Day, 
and to A. J. Acock (advertising 
sales manager), D. B. Huffam 
(general manager at Mansfield), 
H. L. Tooke (studio manager at 
Mansfield) and to all our other 
hosts whose names I haven't space 
to mention, I once again wish to 
express my thanks for a memorable 
day. 

* * * 


INCIDENTALLY, while I was in 
Mansfield 1 took the opportunity to 
pay a brief visit to the Mansfield 
and North Nottinghamshire 
Chronicle-Advertiser, whose man- 
aging editor, D. R. W. Greenslade, 
kindly showed me a Klischograph 
cutting a block. Undoubtedly elec- 
tronic auto-engravers are going to 
have a very profound influence on 
the whole process engraving 


industry! 
CONTACT 


WEEK'S WISECRACK 


“I suppose Associated 
Rediffusion will be using 
the slogan ‘Good evenings 
begin with Gillett’.” 
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Sheffield ad managers see metal printing processes 


About a dozen members of the 
Sheffield branch of the Incor- 
porated Advertising Managers’ 
Association spent a day last week 
at the Metal Box Company's fac- 
tories - Mansfield and Sutton-in- 


plays, and advertising accessories, 
and examined the whole process 
of printing direct on metal, from 
the art work to the finished pro- 
duct. 


During a tea-break the thanks 


| 
to advertising = ple of the in- | b ou 


formation they had acquired, and a> 


is playing in packaging and dis- 
play. 


Ashfield of the visitors was voiced by two 

They studied the mass produc- of the visitors, Miss F. M. 
tion of a huge range of decor- Davidson, chairman of the 
ated metal boxes, counter dis- branch, who spoke of the value 


CHRISTMAS WINDOW DISPLAYS 


Above is the General Electric Co. Ltd. display installed in the three corner 

windows of GEC headquarters, Magnet House. The illustrated backcloth 

romans Magnet House at night. In the lighted windows of the building 

GEC products are featured. Theme of all three windows is “Choose a 
GEC gift for Christmas.” 


Firestone 
re Hoy 

4 VERY MERRY 
CHRISTMAS. 


ame. 
“S0PY Ne eae 


This is a Firestone Tyre & Rubber Co. Lid. display for dealers’ windows. 

The background is midnight blue scattered with silver stars. The Father 

Christmas cut-out is made from hardboard and it carries the current 
Firestone press advertising slogan. 


This Christmas display in the Bond Street, London, window of Biro Swan | 
Lonsdal 


Lid. was designed by le-Hands Associates Lid. who also planned 
a similar display for the company's Piccadilly shop window. 


The visitors, who represented 
big businesses in Sheflicld, Leeds, 
Bradford, Nottingham and Don- | 
caster, were: Miss F. M. David- 
es crea Bros. Lid., Shef- 

R. Russell (Moore & 
ee (Sheffield) Ltd.), H. D. | 

gers (Hadfield Lid, Shef- | 

E. M. Fendick (British 
od Ltd., Doncaster), J. e | 
Ortton (Thos. Firth & John 
Brown Ltd., Sheffield), PF. R. 
Smith (Davy & United Engineer- 
ing Co., Ltd., Sheffield), T. E. 
Townend (James Neill & Co. 
(Sheffield) Ltd), C. A. Cook 
(Stanley Works (Great Britain) 
Ltd.), G. Bentley (Thos. W. Ward 
Ltd., Sheffield), F. Keller 
(Raleigh Industries Lid, Not- 
tingham), and J. J. Johnstone 
(Stanton Iron Works). 


Newsprint from 
China query 


ibility of newsprint 
i china was raised in the 


House of Commons last week. 
Arthur Lewis (Lab.) asked the 
President of the Board of Trade 
if he was aware that the Chinese 
Government have available for 
export first-quality newsprint for 


sterling, and whether, as _ this 
would save much-needed dollars, 
he ri investigate the possi- | 


bilit importing this 
modity f ity as China. 


Peter Thorneycroft, in a written 
reply, said: “This is a question 
for the Newsprint Supply Com- 
pany.” 

F. P. Bishop, MP, general man- 
ager of the Newsprint ‘ 
Company, has stated that 
company were ready to consider 
any — source of newsprint 
supply on a commercial basis. 

They had been unable to fol- 
low up approaches so far received 
from agents in London abqut the 
possibility of some supplies of 
Chinese newsprint, but they were 
ready to consider any definite | 
proposal. 


com: | 


T. E. Townend, who referred to Ss 
the increasing role which metal Ward oP y) ANY pire 
(Ge a 


97 SHIRLEY ROAD. CROYOON 
ADOISCOMBE 8147-8 


HIGHEST GRADE 
LEAN © jH~ARP 
ATT MANIHr 


PLEDY SERVICE 
\ EXPRESS 
DELIVERY 


MUL-TYPO 


(Incorporating the Postal Advertising 
Company) 


Facsimile and General Printers 
Vari-typing Specialists 
aibben ° Lihegrephy . Letterpress 


143 new BOND STREET + LonDon wi 
MAYFAIR 1628 


THE 


FARMERS’ 
GAZETTE 


(Established 1647) 
Ireland's leading weekly farming 
| journal, with the 
LARGEST CIRCULATION— 
for effective coverage of the valuable 
irish farming market. Copy and ad- 
vertisement rate card on request. 


Head Office: 

179 PEARSE ST., OUBLIN 
London one ; 

& PLEET STREET, £.CA. 
T : Cont 


rol $453 


PADDINGTON 
ADVERTISING 
COMPANY 


MONTHLY. 


BRITISH TOYS goes to every 
worthwhile buyer throughout 
the world, 


British Toys %. 


OFFICIAL JOURNAL OF THE B.T.M.A. 
Over 21,000 copies per less. 
Largest Toy Trade Circulation in the World. 


BRITISH TOYS 93/94 Hatton Garden, London, E.C.! 
Telephone; CHAncery 9337. 


BRITISH TOYS > hae Ms a 
higher percentage of actual buyers 
than any other To oy Trade paper. 
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Publications News and Notes 


‘John Bull’ repeat slogan contest 


success of its 
“Pitting ases’’ advertisement 
competition last Christmas, John 
Bull this week contains another 
two-page competition in which 16 
advertisers participate. On cach of 
two two stages, a £50 prize is 
offered for the most skilful and 
appropriate fitting of specially 
selected phrases to a number of 
advertisements, 
+ ” * 

The packaging industry will be 
the subject of a comprehensive 
survey to be published with the 
January 17 issue of The Financial 
Times, Consisting of 24 pages, the 
survey will be “an authoritative and 
factual review of present-day con- 
ditions and achievements.” [t will 
include some 18 articles. 


. * + 


The American Popular Mechanics 
magazine will shortly be available 
in this country, The circulation 
manager here is Doug Wedder- 
spoon, of Jermyn Street, London, 


* * * 


Industrial Finishing (Arrow Press 
Ltd.) will be published in a new 
enlarged format from next month. 


50 years—_60 pages 


The recent 60-page golden jubilee 
issue of The Kerryman is believed 
to be the largest weekly newspaper 
ever published in the Republic of 
Ireland. The matter for the issue 
was set and the page castings made 
for the rotary press, in The Kerry- 
man works at Tralee, County Kerry. 
The setting involved 460 columns of 
editorial matter and advertisements. 

The special issue, which also con- 
tained the normal weekly issue of 

he Kerryman, carried 347 indi- 
vidual display advertisement spaces 
lus twenty-four columns of classi- 
ied smalls and auction announce- 
ments, giving a total of 188 columns 
of advertisements 

The editorial department used 234 
halftone blocks in the issue which 
weighed just under one pound per 
copy. 


on. the 
r 


The Sportsman and Sportswoman 
of the Year trophies, promoted by 
if Record, will be presented 
| by Lord Brabazon of Tara at the 
Savoy Hotel, London, next Thurs- 
day. The ceremony will be tele- 
vised. In addition to the thousands 
of votes received from all over 
Britain,..votes also came from Bel- 
gium, Germany, Malta, the Middle 
Fast, Penang and the USA. 


* + * 


Amateur Photo (Asso- 
ciated Iliffe Press) is again sponsor- 
ing, in collaboration with Bertram 
Mills Circus, a competition for the 
best pictures taken during any per- 
formance at Olympia. Prizes totall- 
ing 65 guineas are being awarded. 


The Christmas number of “Men 

Only" has been sent to advertisers 

and agents by Stuart Mander in this 

Father Christmas folder. The pull- 

out beard announces the ‘biggest 

issue ever” of “Men Only” with 
75 pages of advertisements. 


In this Evening Standard Christmas window display, Father Christmas, 

his sleigh, and attendant reindeer have been paper-sculpted from Christmas 

Eve editions of the “Evening Standard,” selected from the past few years. 

The entire sculpture is 13 ft. long, and is set against a background of 
deep ultramarine, 


December 23, 1954 


L. C. Isitt, publicity manager of Lutterworth Periodicals (extreme right), 

proposes a toast to Margaret Fiack, Britain's Typical Teen-age Girl, at a 

celebration luncheon. Left to right are Ron Phillips, art manager, Jack Cox, 

editor of Boy's Own Paper, Miss Flack, and Mrs. Joni Murray, editor 
of Heiress. 


Finding Britain’s 
typical teen-ager 


Heiress recently ran a contest to 
find “Britain's Typical Teen-age 
Gir.” The judges were Norman 
Kark, proprietor of Norman Kark 
publications and a director of the 
Lucie Clayton Model School, Mrs. 
Joni Murray, editor of Heiress, and 
Anna Neagle. The prizes were a 
complete outfit of clothes valued at 
cver £100, a Lucie Clayton Model 
School course, a hairstyle by Rene, 
and many consolation prizes for the 
runners up. Thousands of entries 
were received. The winner was 19- 
year-old Margaret Flack of Accring- 
ton. 

+ ” + 

F C. Urbach International 
Advertising Lid. have been ap- 
pointed to represent the German 
daily Koelner Stadt-Anzeiger in 
Great Britain. 

+ * 7 

New rate card being sent out for 
The Universe includes extracts 
from the IPA Readership Survey. 

* + * 

Publishing and Distributing Co., 
Lid., are to represent the Green- 
land newspaper Atuagagdiliutit in 
this country. 


Textile survey 


The Times Weekly Review this 
week contains a 12-page illustrated 
Survey of British Textiles. 

* a ¥ 

As from January The Fortnightly 
will cease publication as a separate 
magazine, and will be incorporated 
in the Contemporary Review. 

+ * ” 

Type area of The Medical Officer 
will be changed to 9 in. by 6 in. 
from January 7. Front cover space 
size will be 7 in. by 6 in. 

“ * x 

In order to impress subscribers 
to the daily Het Vaderland a 
special issue was produced which 
carried everything published in one 
week. 

* * * 

The Tail-Wagger Magazine for 
January contains the “Favourite 
Pet's Picture” selected by Sir Eric 
Bowater, chairman of the Bowater 
Paper Corporation Lid. 

* * * 

Carlton Berry Co., Ltd. have 
been appointed to handle the 
advertising in this country for the 
Italian fortnightly timber and wood 
trade journal, 1 Legno. 


We Hear 


Sir Miles Thomas, chairman of 
BOAC, has accepted an invitation 
to open the third National Factory 
Equipment Exhibition at Earls 
Court on March 28. 

* co * 

Five additional conferences have 
been booked for next year, the Scar- 
borough Publicity Committee have 
been told, bringing the total number 
of delegates attending the resort in 
1955 for conferences to 17,500. 

* * 


Morecambe and Heysham Cor- 
oration have been asked by their 
ublicity Committee to include a 
sum in their 1955 estimates for the 
purchase of filmlets 
Exchange (1) 

Farmer - Herbert Advertising 
Group (Manchester & Hull) have 
made arrangements for a further 
continental Token, this time with 
Speijer, Richter & Co., the Amster- 
dam advertising agency. Paul Short 
Ltd., the Farmer-Herbert public 
relations association, is to handle the 
mutual exchange of marketing and 
public relations information. 

- * * 


A publicity tour of the United 
States and Canada early next year 
in national costume is planned for 
Miss Janet Jones, the Welsh Tourist 
and Holidays Board hostess. 

* * * 


W. S. Crawford Ltd. dart team 
beat Poster Services Lid., 2—0 in a 
recent contest. Crawford's ladies’ 
dart team beat the ladies’ section 
of Poster Services 2—1. 


Exchange (2) 


An inter-resort scheme for the 
exchange of illumination set pieces 
has been drawn up by Morecambh< 
and Heysham, Southend-on-Sea, 
Sunderland, and Leamington Spa, 
who will each take part in the 
“pooling system” if their councils 
agree. 


* - 

Two new members of the Incor- 
porated Society of British Adver- 
tisers are Thomas Marns Lid. 
Hounslow, proprictary medicines, 
and Bowies Associated Services, 
Lid., Glasgow. : 

* 7 * 


Biro Swan Lid. held their annual 
Christmas luncheon at the Savoy 
Hotel last week. It was attended 
by a number of Biro Swan custo- 
mers, wholesalers and advertising 
and publicity people. 
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DecemBer 23, 1954 
Norwich & Norfolk 
Job for ads 
behind the 
Iron Curtain 


If people behind the Iron Curtain 
could be shown copies of Life 
and Picture Post where the adver- 
tisements are displayed in attrac- 
tive colours and in an inviting 
manner, that would be the best 


form of propaganda possible, 
declared Lor Mackintosh at 
Norwich and Norfolk Publicity 
Club’s third annual dance. 
“Advertising stands _ for  indi- 
viduality, free way of life,’ 
he said. 

“Advertising has played a big part 
in my life,” declared Lord 


Mackintosh, in proposing a toast 
to the club. 

Those who opposed advertising said 
that it added to the cost of the 
product. It was just the reverse. 
“Advertising is only one of the 
costs of selling,”’ he said. 

“You may have a lot of goods in 
the factory but they are no good 
until you have sold them, You 
have to sell to the wholesaler, the 
retailer and even the public. You 
can do that in many ways. 

“You can put on more travellers. 
If I didn’t advertise I should have 
to treble my travellers. It would 
cost just as much and would be 
a lot more trouble. You may 
have an army of travellers or a 


Club News 


smaller company with advertising. 
You can do it by prizes and 
coupons as the detergent people 
are doing. You can do it by 
giving prizes. You can do it by 
oing nothing at all as long as 
you can do it long enough and 
don’t go broke meantime.” 

Yet people said that advertising was 
the nigger in the wood pile. If 
anyone paid it was the trade. 
Anyone who has advertising can 
sell a product at a much lower 
price than the fellow with no 
advertising behind him. “Adver- 
tising does not add to the cost of 
the product, it is just one of the 


many methods of selling it. On 
the whole advertising is the best 
and cheapest method, know; 


I have tried both,” he said. 

The United States were the biggest 
advertisers in the world. y 
spent 2.45 per cent of their whole 
income on it and they had the 
highest standard of living in the 
world, 

Britain was next with 1.4 per cent 
and we had the second highest 
standard. “If advertising ever 
goes out then freedom of thought 
goes with it,” said Lord Machin- 


tosh. 

The fundamental problem facin 
nations to-day was whether this 
freedom was going to prevail. 
Anything that advertisers could 
do to preserve that free way of 
life they should do. 

Publicity could help a town and 
there was no finer example of this 
in advertising than the Norwich 
Union and their beautiful pictures 
of the lovely old city. 

Guests, who included the Lord 
Mayor (Horace Allen), the Sheriff 
(O. M. Tusting), the Chief 
Constable (A. F. Plume), and the 
Town Clerk (B. D. Storey) were 
welcomed by the president, 
Eric Mackintosh, brother of Lord 
Mackintosh. 


At the Glasgow Publicity Club Christmas luncheon, held in the Grosvenor 
Restaurant, Glasgow, Alec Finlay headed a company of pantomime stars 


who are appearing in local shows. 


A collection of toys was taken from 


members for the poor children looked after by the Glasgow Corporation. 
The picture shows thé stars piling up the gifts in front of the Christmas 


tree. 


Right to left: Jimmy Neil, Denny Willis, Alec Finlay, Duncan 


Macrae, Joan Stuart, Marjorie Manners (in hat), Jimmy Logan, Lucille 
Graham and Molly Urquart. 


London 


Mr. Trinder came by helicopter 


Tommy Trinder, who arrived at 
South Bank by helicopter to be 
guest of honour at the Publicity 
Club of London's Christmas lun- 
cheon, at the Savoy on Friday, kept 
the 400-0dd members and guests 
laughing with good-natured fun at 
the expense of advertising and com- 
mercial television, 

“There are people here who write 
copy, who sell space, and who buy 
space,” he said. “You can tell the 
people who buy space because they 
have been served with the large 

rtions. We are soon going to 

ve commercial television; and 
whether you want space or want 
copy, thank God you're going to 
want Trinder!’ After saying that 
variety artists all hoped that com- 
mercial TV would mean more work 
for them, he added: “And I do 
like Mars Bars.” 

Miss Sylvia Weinberg, chairman, 
proposing the toast of the guests, 
welcomed the Rev. Cyril A. Armi- 
tage, Vicar of St. Bride’s, Fleet 
Street; John Derry, chairman of 
the Berks and Bucks Club; and 
Andrew Milne, as representing the 
other clubs. She thanked the 
social committee of the Club, under 
the chairmanship of Fred Pember- 
ton, for organising the luncheon; 
Martin Pick, advertising manager of 
Guinness, who had provided gifts 
jn the form of packs of playing 
cards and miniature bottles of 
Guinness; and Charles Truefitt, of 
Associated Newspapers, for pro- 
viding the helicopter that conveyed 
Tommy Trinder. 

Carols were sung by choristers 
of St. Bride's. 


Sheffield 


The menu bore a picture of 
Tommy Trinder as Father Christ- 
mas, designed by G. Stasiak, of 
Saward, Baker & Co., Lid. 
blocks were provided by Noakes 
Bros., Lid.; typesetting and print- 
ing by C. &. E. Layton, Lid.; and 
the paper by Spicers, Ltd. 


Everest 
Officer for PR 
appointed 


At a council meeting of the Liver- 
pool and District Publicity Associa~ 
tion W. Rupert Smith, assistant 
advertusement manager of the Liver- 
pool Evening Express, was cleoted 
public relations and liaison officer 
on behalf of the Association. 


In brief... 


Members were entertained to a 
Spanish cabaret at a social evening 
at the Regent Advertising Club... . 
A putter-on-of-almonds on Dundee 
cakes and a handeart hawker of 
holly were “bowled out" by a 
pseudo TV panel at the Hall pub- 
licity club's Christmas party... . 
Mrs. Beatrice Warde, publicity 
manager of the Monotype Corpora- 
tion, told Berks and Bucks Pub- 
licity Association how to choose 
type faces for publicity. .. . Two 
women journalists, Ita Hayes (rish 
Independent) and Petronella 
O’Flanagan (Radio Eireann), spoke 
about men at the Publicity Club of 
Ireland’s Christmas “Ladies’ Day” 
luncheon in Dublin. 


Publicans and parsons write on TV game 


Publicans and parsons write in 
about the TV programme “What's 
My Line?” said producer Dicky 
Leeman when he addressed 
Sheffield Publicity Club. 

Mr. Leemmn, who is with C. J. 
Lytle (Advertising) Lid. said 
publicans complain that the pro- 
gramme interferes with trade. The 
parsons say people leave evensong 
early to be home in time to hear it. 

“We sometimes get criticism that 
there are not enough people 


the North,” said Mr. Leeman. “In 
actual fact it works out at two from 
the South and the others from the 
rest of the country.” 

Of the panel members he said: 
“They are all charming people. 
They regard it as a lot of fun, and 
they never cheat.” 

Mr. Leeman was introduced to 
the club by the chairman, Lt-Col. 
Maurice Batchelor, who said that 
Sheffield should have a commercial 
TV station. 


ADVERTISER'S WEEKLY 

Bristol 

The future of 
the film 


The importance of the script in 
film advertisi was siressed when 
members of t Bristol and West 
Publicity Club were addressed by 
Allan Biémfield on the subject ol 
the potentialities of film in adver 
tising and its future development as 
a medium. Mr. Blomfield is director 
of W. S. Crawford Ltd.'s film, radio 
and TV department. 

“ The script has got to be right,” 
he said. “ You cannot have a good 
film or film-strip without a good 
script, and it is worth paying a lot 
of money for a good one.” 

A number of publicity films and 
sound film-strips, designed variously 
for specialist audiences or commer- 
cial TV were shown at the meeting. 

Mr. Blomfield said that he thought 
that an unknown actor would be 
better than a well-known personality 
in advertising films, re could 
be great danger in using a big name, 
he added, as the star of an adver- 
tising film must always be the pro- 
duct. There would be too great a 
risk that the viewer would remember 
the actor and forget the product. 

Packaging might often have to be 
re-designed for cinema or TV 
cameras, if it was desired to avoid 
detail and colour losses, he said. 

There was no ground for despond- 
ency in the fact that the American 
commercials he had shown were 
slicker than the British samples. He 
said the Americans had over six 
years’ experience in the TV field 
and more than that in radio, But it 
was quite certain that British tech. 
nique would catch up with and sur- 
pass the US product, 


Berks and Bucks 


Branded brandy 


With turkey, Christmas pudding. 
crackers a much gaiety, the 
Christmas luncheon of the Berks 
and Bucks Publicity Association 
was enjoyed by some 70 people— 
members and guests, including visi- 
tors from London and elsewhere— 
at the Hotel de Paris, Bray. 

John F. Derry, chairman, who 
resided, thanked the organisers, 
Miss Mary Messer and Dacre Lacy 
(joint conveners) and Denis Court- 
ney Embley, who provided a sur- 
prise in the form of a huge live 
St. Bernard dog, bearing a Hen- 
nessey barrel round his neck, aficr 
which each guest was presented with 


a littl bottle of Hennessey’s 
brandy. 
Witty speeches were provided by 


Miss Mary Messer, we _— the 
uests, and, in reply, Miss Sylvia 


nmi! | chairman of the Pub- 
licit tub of London, Ian 
Buchanan, 


immediate st chair- 

man, who also thanked the orga- 

= Kenneth Horne and Andrew 
ilne 


Nottingham 
PR work ‘under-rated’ 


The value of press relations work 
had not yet been fully appreciated. 
Harry Traynor, PRO to the Nationa! 
Trade Press, told members of the 
Publicity Club of Nottingham. 

He thought that if the workers 
in a town were made to take a 
pride in their work through the 
medium of the provincial press a 


favourable reaction would be felt in 
that town in every sphere. 
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o1 To h Magic joins the 


Current Advertising 


Nation-wide promotion during 


1955 for Sunbeam Shavemaster The extensive promotion makes 


A 1955 campaign to launch the Shevemaster, which is a brand Magic the latest contestant in the 
Sunbeam Shavemaster on a nation- leader in the USA, returned to the the manufacturers of margarine 
wide scale is planned. Extensive British market this summer for the 
advertising, merchandising and first time since the war. The initial 
dealer tie-up activities will form a promotion was restricted to South- 
record promotion for this product east England provincial papers and 
in this country. the London evening press. 

‘Turner & Associates Ltd., —— 
who are handling the account, state 


margarine war 


Magic margarine are launching 
their largest advertising campaign 
early in the new year. Advertise- 
ments for this product will be in 
the national press for the first time. 


all kinds of 
FOOD 
MANUFACTURERS 


COLLINSONS 


ADVERTISING 
AGENCY LTD. 
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page spreads in the trade 
seine Oa are tel ing retailers that Magic 
is due to be launched in a big way. 
The media list will include the Radio 
Times, Daily Express, Daily Mirror, 
Woman and Woman's Own. 
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advertise in 


FOOD 
MANUFACTURE 


Dawson 
Jar, Bottle, Can, 
Bakers Tray, 
and Utensil 
Washing 


Machines 


FOOD MANUFACTURE 
STRATFORD HOUSE EDEN ST.,LONDON, W.W.! 


SSN PRE 
FOOD MANUFACTURE Is one of the 
GROUP 


iournal dealing with all 
engineering in which 


CORROSION TECHNOLOGY 
MANUFACTURING CREMOT 


VINRES (NATURAL AND OYNTERTIC) 


Pain’ ManUrscrunR 


that they have issued space orders 
and the media schedule includes 
the national daily and Sunday 
press, London evening newspapers, 
Picture Post and colour pages in 
Reader's Digest. 


Ads back hotel 
re-opening 


The re-opening of the Metropole 
Hotel, Folkestone, is to be backed 
by advertising in the national and 
provincial press. As well as 
normal residential facilities, special 
arrangements for continental travel- 
lers and motor-coach tours are to 
be made, 

The Sunday Times and the 
Observer are being used as part of 


another campaign for the Metropole, 


Monte Carlo, reminding potential 
visitors of increased travel allow- 
ances. Willing’s Service Lid. 
are the agents. 


New Gas Council 
campaign 


“Gas and Coke—heat without 
smoke" is the theme of a new cam- 
paign by the Gas Council to 
encourage the public to use smoke- 
less fuels and to combat smog. 

The first of a series of three 
advertisements, which are to 
appear during the winter months, 
appeared last week. Media being 
used are the national and provincial 
press, magazines selected 
journals. Agents are London 
Press Led. 


Record campaign 
for Plantoids 


Next year’s campaign for Plan- 
toids, plant growth tablets, is 
stated to be one of the biggest 
campaigns of its kind. The 
national and provincial press, maga- 
zines and the London Underground 
have been included on the media 
list b ¥ agents, Arthur Knight & 

Two other accounts which are 
being handled by the same agency 
and will be receiving increased 
advertising during 1955 are Eucryl 
Tooth and Dental Powder and Cour- 
voisier Cognac. Eucryl advertising 
will be in national and provincial 
newspapers and the London Under- 

ound. Courvoisier Cognac will 

advestised in the national and 
provincial press and some class 
magazines. 


Record drive for 


Irish sausages 


The lar campaign for Purity 
brand Irish pork sausages has been 
launched. The campaign is using 
some half-pages in the London 
evening press and other large spaces. 
This is backed by extensive adver- 
tising in 200 local newspapers in 
the London area and a campaign 
in the Welsh and Irish press. 

Advertisements feature “Purity 
Pat,” a character who appeared for 
the first time last year. A direct- 
mail scheme in the South Wales 


area is also in progress. Agents are 
Osborne-Peacock Co. Ltd. 


Samson- Clark Lid. who are 
handling the account, state that the 
start of the campaign will be marked 
by a half-page advertisement in the 
first new year issue of the Radio 
Times. Previous advertising for this 
product has been co to the 

press. 


1955 promotion for 
new toothpaste 


Intensive advertising commencing 
next month will launch Kolynos 
Super White, a new toothpaste 
made by the International Chemical 
Co., Lid. 

The campaign is stated to be one 
of the biggest toothpaste promo- 
tions ever. Large spaces in the 
national daily and Sunday press, 
provincial newspapers, women’s 
magazines and the trade press will 
herald the new product. 

Advertisements will stress the 
“brand new whiteness” and the neo- 
mint flavour of the toothpaste. 
Advertising is — handled by 
Colman, Prentis & Varley Lid. 


Plastic bowl for 
Palmolive soap 


Latest addition to the Palmolive 
range of shaving accessories is Palm- 
olive shaving soap packed in a new 
pa green plastic bowl. It has 

nm introduced in a campaign in 

the national press and magazines as 

art of a pre-Christmas boost for 

Paimoive products. ot are 
& Fergusson Lid. 


CURRENT ADVERTISING AT 


A GLANCE 


Accounts 


DIMPLEX electric radiators for 
Auld & Tilbury Ltd. from Janv- 
ary 1. 

NOGGO Creme Punch for National 
Advertising Corporation Ltd. 

CLAYTON DEWANDRE CO. 
LTD., for Greenlys Lid. 

WHEELERS, group of restaurants, 
for Arthur Knight Co., Ltd. Cam- 
paign in specialised magazines. 

LAWDON PARTNERS LTD. 
builders, for Everetts Advertising 


td. 
WALLACE, SCOTT & CO., LTD. 
Dexter weatherproois for C. P. 
Wakefield Lid 


| TUDOR ACCESSORIES LTD., 


makers of car accessories, for G. 
& Co., Lid. from Janu- 


Campaigns 

“MAGIC” Margarine using Radio 
Times, national dailies, women’s 
magazines and trade press for 
record 1955 campaign. (Samson 
Clark & Co., Lid.) 

KOLYNOS SUPER-WHITE tooth- 
— using national daily = 
nday press, provincial pa 
and women's magazines for 985 
launching campa (Colman, 

Prentis & Varle y td.) 

DANISH CHEESE using national 
daily an provincial press, London 
evening papers, women's mazZa- 

Times and A as 


PALMDLIVE 4. national press 
and ys — 9 to introduce new 
Masius & Fer- 


don underground for 1955 cam- 
paign. (Arthur Knight Co., Lid.) 

EUCRYL, tooth powder. dental 
powder and other products usi ing 
national and provincial press a 
London underground for 1955 
campaign. (Arthur Knight Co.) 

GAS COUNCIL using national and 
provincial newspapers and 
selected magazines. ( Press 
Exchange Ltd.) 

SUNBEAM SHAVEMASTER using 
national daily and Sunday press, 
London evening papers, Picture 
Post, and colour pages in Reader's 
Digest for 1955 campaign. (Scott- 
Turner & Associates Lid.) 

COURVOISIER cognac _usi 
national and provincial press 
magazines for 1955 campaign. 
(Arthur palm Co., Lid.) 

PURITY IRISH PORK 
SAUSAGES using London even- 
= J Weis and | suburban papers and 

and Irish press. 
.» Ltd.) 
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How Big is an Ideal ? 


WHAT IS THE IDEAL 812 for an advertising agency? Big enough to handle 
every facet of a contemporary advertising campaign... big enough to function as a 
smoothly running powerhouse for turning thought, energy and talent into sales. 
But not so big that it resembles a Civil Service Department and your account is just a 
number in a rigid system of costing and filing. 
We at S. C, Peacock believe we have discovered a formula for always staying exactly the 
right size. We simply grow around each client’s needs and cheerfully slog away at 
‘hard selling’. The result is that S. C. Peacock is an agency that grows with the times. 
Why not come and see for yourself? 
You will find some 130 enthusiastic people dedicated to the creed of ‘hard selling’. 


Ss. C. PEACOCK LIMITED Incorporated Practitioners in Advertising 


MADDOX HOUSE, 215/221 REGENT STREET, LONDON, W.1. REGent 1081 . 18 LLOYD ST., MANCHESTER 2, DEAnsgate 5691 
21 LEIGH STREET, LIVERPOOL. ROYal 8861 - RUSKIN CHAMBERS, 191 CORPORATION ST., BIRMINGHAM, CENéral 7705 
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APPOINTMENTS VACANT 


ADVERTIINO LTD. 
have a vacancy for another 


LAYOUT 
MAN 


He most be experienced in National 
Advertising, have « versatile sense of 
design, embracing @ keen understand- 
ing of lettering and typography and the 


| COLOUR RETOUCHERS wanted for 


ROLLS-ROYCE require first-class Com- 


mercial or Technical Artists and Re- | 


touchers Excelient conditions and 
prospects. Five-day week, Write, 
iving details with specimens, to 
abour Manager (Q), Rolls-Royce 
Ltd., P.O. Box 31, Derby. 


PACKAGING STUDIO 
first-class Lettering Artist with ex- 
perience in finished black and white 
drawings for production of cartons. 
Interesting and rmanent position. 
Box 9604 Ad. Weekly 180 Fleet St BC4 

ADVERTISING AGENCY (Strand) re- 
= experienced Lady Accounts 
lerk / Invoice Typist. No Saturdays 
93 w 5.30 ‘Phone TEM 92 i. 
Mr. Thomas, 


requires 4a 


824 


CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS VACANT, 3s. 64. per line, 40s. per display panel inch. 
APPOINTMENTS WANTED, 3s. per lime, 35s. per display panel inch. All other 
classifications, 4s. per line, 45s. per display — inch. Minimum, 3 lines. Box No. 
charge, one line plus Is. covering postage, etc. Series rates on pyr all 
advertisements ander seven insertions MUST BE PREPAID. Address * Advertiser's 
Weekly,”’ 186 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


Situations Vacant : “ The engagement of persons answering these advertisements must 


be made through a Lene Office of the Ministry of Labour or a Scheduled Employment 


~~ if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 
he or she, or the employment, is exce from the provisions of the 
Notification of 1952."" 


Vacancies 
LAYOUT 
ARTIST 


Opportunity oceurs in old-established 
City Agency for really first-class young 
man or woman who is adaptable and 
capable of doing finished work if 
required. Write in first instance to 


Box 9628 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT TO 


PUBLICITY MANAGER 


required at Head Office of 2 rapidly 
expanding radio and television organisa- 
tien. General advertising experience 
and knowledge of layouts for press 
advertisements, leaflets, etc., essential. 
Excellent prospects. Contributory 
pension fund. Salary according to 
experience but not less than © pa. 
to commence. Apply in writing to 
The Pubdlicie Bn ons ro Exchanges 
Limited, Relay House, 158 Rodbourne 


Road, Swindon, Wilts. 


COMMERCIAL ARTIST 
thriving Hull Advertising 
must be versatile, 
agency methods. 
conditions. 

Box 9554 Ad. Weekiy 180 Fleet St EC4 

SALES EXECUTIVE uired = by 
Exhibition & Display mtractors. 


required ; 
expansion of colour section. Vacan- 3 


cies for Senior Artists and improvers. 
Good wages, bonus and superannua- 
tion schemes. Write or telephone for 

intment to Art Director, — 


with ability to seek and negotiate 
new Poster Advertising Sites in 
and around London, wanted by 
ogressive outdoor advertising firm. 
ood salary and Per 

ition for right man, Reply 

yx 9490 Ad. Weekly 180 Fleet Se EC4 


invoicing stage Salary 

annum plus generous commission and 

out of wre expenses. Apply. 

Box 9573 Ad. Weekly 180 Pleet St BC4 
PRINTERS’ REPRESENTATIVE re- 

quired to operate in London area. 
5 Permanent position for right man 
LETTERING ARTIST required for Apply in first instance for applica- 

studio, Salary £10 per week. Write, tion form to Personal Assistant, 
ging deus. Managing Director, Jarrold & Sons, 
35 Ad. Weekly 180 Fleet St BC4 Ltd., Empire Press, Norwich. 


Agency ; | 
sound knowledge | 
Excellent terms and | 


Must be prepared to, and be capable | 
of, supervising orders from design to | 
£650 per | 


Decemper 23, 1954 


APPOINTMENTS VACANT 


STUDIO 
REPRESENTATIVE 


Opportunity with prospects 
available to an experienced 
Studio Representative with 
connection, Our staff know 
of this advertisement. Write 
full details to 


Box 9629 
Advertiser's Weekly 180 Fleet St EC4 


GESTETNER LTD. have room for an 
additional Artist for preparation of 
Technical Line Drawings. Call with 
specimens at Personnel Office, Broad 
Lane, Tottenham, N.15. 

| ACCOUNTS EXECUTIVE REQUIRED 

for small old-established London 

Advertising Agency A capable man 

with all-round Agency experience 

essential, Good prospects for promo- 
tion. State salary. Write in confi- 


dence to 
Box 9641 Ad. Weekly 180 Fleet St EC4 
ae ARTIST with 
mcey experience and creative flair. 

‘i nd plenty of variety and a good 

| team spirit in our studio 


"Phone Studio 
Advertising, 
CEN 8347. 


Manager, Reid Walker 
Salisbury Square, E.C.4. 


TRAPINEX 
DISPLAY 
DIVISION 


Require 


POINT OF SALE 
DISPLAY DESIGNER 


With real creative ability and experience in the 
production of original designs from roughs to 
finished work : fully conversant with construc- 
tion of showcards, cut outs, counter displays, 
etc, 


MEDIA PLANNER/ 
SPACE BUYER WANTED 


This is a job for a man of about thirty to 
thirty-five. He should be well trained in 
media planning—probably by an American 
agency, and be able to buy the space he 
recommends. He must be capable of 
explaining his reasoning in conference and 
on paper. He should be on good terms with 
Fleet Street, but able to carry out his duties 
from his office. He must be willing to 
assume responsibility. He will be well paid, 
and his opportunities for advancement are 
unlimited. 


Please write in detail to Managing Director — 
experience, age and salary bracket. 


Also required : 
Quick, accurate schedule typist. This is a 


responsible job — possibly for an older 
woman. 


The position offered will carry a good salary, 
with excellent prospects. 


Telephone or write for an interview to : 


The Manuging Director, 
TRAPINEX LTD., 
176/188 Acre Lane, Brixton, S.W.2 
Telephone : BRixton 2057 


Legget Nicholson & Partners Litd., 
17-19 Stratford Place, W.1. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 
B arrounrienrs vacant] 


Black and White Artist 


Required for Engravers, able to produce } 


highly finished lettering and line work F we E E LA N Cc E 


from colour roughs, etc. Brenchley 
as FIGURE ACCOMMODATION 


Engraving Co., Led.,| Burnham 5Sct., 
art- ROOM(S) required by free lance. Central 
arge and 


ADVERTISER'S WEEKLY 


COLOUR 
WORK 


Exquisitely produced 


ARNOTT PRODUCTIONS 
SUN ST., HITCHIN. Tel. 300 


Midlands Manufacturers require 


ADVERTISING 
MANAGER 


to promote publicity and liaise 
with advertising agents on large 
advertising campaign. The appli- 


London Rd., Kingston. 
Kingston 7054 & 3699. 


COPYWRITER with adve 


ment experience eat ondon. 
wa cants must have good knowledge N. London engineers. Able ‘0 0 inde- Box 9523 Ad. Weekly 180 Fleet St BC4 
: j a. dently collect, sift an produce 
and connections in the adver copy for catalogues, advertisements, sc RAPER a 
tising sphere. Salary of not less etc., after investigation in works and MISCELLANEOUS 
han £1,000 ill be paid to technical departments. Other general 
than <1, p.a. W P publicity work also involved. — Engi- ARTISTS FOR ORIGINAL GIRL PICTURES— 
the right man. Excellent pros- necring trsining an advantage. Know- Pin-ups, Figure Studies,  etc., 
ledge of typography and production Visual Arts Club Models—singles or 
| pects. necessary. Age about 26. Five-day sets. Photo-Union Picture Library, 
| week. Pension ochems. Wee, tering Artists specialising in these 12 Soho Square, London, W.1 
t age, experience, © ucation and salary : 
Box 9639 required, to two mediums please write | | "Nock tor artins and advertising 
Box 9637 Ad. Weekly 180 Fleet St BC4 enone lan partioulags oe 4 
Advertiser's Weekly 180 Fleet St EC4 RETOUCHING ARTIST required, used urgently facilities and enormous model files 
to first-class mechanical subjects, contact Philip Gotlop vesteuers 
senior position offered. Highest Box 9630 Limited, 24 Kensington Church 
e wages and excellent conditions. Also Street, W.8 Western 4130 
ADVERTISING MANAGER required Stee Ce. See eee Advertiser's Weekly 180 Fleet St EC4 | | ADVERTISING CONTRACTORS: 
. by large, a i ee up as os 1 So e77 es — Have you joined your Association ? 
Departmental Stores Studio Lid, 163, w Bond Sires, Help to stamp out malpractices 
whose management are sold on - London, W.1. Grosvenor 476. Frequent council meetings held to 
value of sound advertising and who | SIGN DRAUGHTSMEN required by LAYOUT ARTIST (Ex. Pig.) specialises discuss current problems and assist 
know they will have to pay well to | Metal Sign Manufacturers. Good rate in folders and brochures, seeks com- contractors, Write for details now 
get the man they want is is a | and permanency for top-class trades- missions to the Hon. Secretary, J. V. Tame 
big job with a bigeer future but you = Applicants = be ——— Box 9178 Ad. Weekly 180 Pleet St BC4 Advertisement Contractors’ Associa- 
must rove outstanding evious suc- or position m charge oO awing ~ a 7 - s 
cess in Departmenta! bore advertis- Office N. L. Cowling (Chariton) ——. ae S a Wie 6 Ehoftesbury Avense, London, 
ing and a capacity for detailed pro- Litd.. Armstrong Gardens, Woolwich WAT. 3608 Opy. 
duction to layout stage as well as a Road, 8.E.7. GRE. 0051. 


pr Ah na. fy BE e MESPECIAL ANNOUNCEMENTS 
ae nme eT Stee) hari ih a mm OUSINESS OPPORTUNITIES 


will be interviewed either in London 
or the North East, as 
Write fully, i¢ confidence, 
ing Director, 


Box 9640 Ad. Weekly 180 Fleet St BC4 


ARTISTS 


required for high grade retouching, 
lettering and line work. Experience 


Required for Studios in Westminster 
district. Preferably accustomed to 
Engineering subjects. Salary ——s 
to ability. Please write giving details 
experience to : 


Box 9635 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG MAN required as Advertising 
Assistant. Mast be able to write 


convenient. 
to Manag- 


Copy time for CLASSIFIED 
ADVERTISEMENTS to be 
published in Advertiser's 
Weekly issue dated 30th 


How can YOU 
profit by direct 
mail advertising 7? 


ks in é ing subj copy and prepare presentable lay-outs . . , : ; 
’ ; for Direct Mail and press advertising. Direct appeal; quick results; timeliness; December 1s 10 am 
‘ Morgan-Welis Studio ico ency training an advantage. privacy; comp control at every 
. 2 Se. Andrews Hill, E.C.4 Fitten applications "only, stating | | S€8: more orders, ot fractional cot || | Friday, 24th December. No 
: . pean mae i hewid be’ = and salary Successfully by Direct Mail '’, just off “ . ’ 
A REALLY GOOD and experienced mem Pm oe Se ~~ the Press. Late Advertisements 
Secretary required by Advertisin: eh me “wr | w= ? Write for Leaflet DM/8 to Business 
Manager of international group o 0., 7 Tince © ales Road, : s 
companies £400 to £500 per annum. Norwich n See 190 Fleet Street, column will be available. 
Box 9631 Ad. Weekly 180 Fleet St EC4 | PRODUCTION ASSISTANT, aged 18- “ . 
CLERK (MALE) REQUIRED for 21, required by London Agency 
me Classified Advertisement Department clounted in 3 merie. s Must how 
of “The Contract Journal."’ Appli- nowledge 0) ock-ordering, proof- 
cations, in writing (marked ‘*Confi- reading and some typing. Five-day UROPORTESNAL —_ ppg ent COURSES 
dential’), stating age ene salary, to oe voete AG ere and a varaliel rule Write for details 
The Advertisement Manager, 32 | SECRETARY toe Production Manager gd ag ey My F- A 
Southwark Bridge Road, jon, in smallish Agency. Must have had _— — a 
S.E.1 previous experience. Send full details vies STREET'S greatest m news, MORE | c S SUCCESSES 
GENERAL ARTIST/DESIGNER re- of age, salary required, etc., to eature, and picture source will serve Wee 


Box 9632 Ad. Weekly 180 Fleet Ss BC4 T.A. programme builders (advertising 


quired by progressive firm of Designers 
and Illustrators. Good salary and | LETTERING ARTIST required for Rey By he — in A.A. Exams | 
ret beck a worker. oor a. on ge BS _- Agency chiefs are invited to make In the May 1954 Advertising 
FIRST-CLASS ALLROUNDER  re- advantage. Write or ‘phone Scientific So ag GR, Association Examinations 
ques fer studio, Write, giving details span Le. Cliffords Inn, E.C.4. Box 9642 Ad. Weekly 180 Fleet St ECA LC.S. once again achieved 
ont cee ames ce Pei SILK SCREEN PRINTING. Com- outstanding successes. LC.S. 
Box 9436 Ad. eekly 180 Fleet St BC4 se gt ey —, pletely equipped works North London Students won: 
bility { . tae “ _ wi * ang Good connections. Long lease on 
Souny S ee ae re ully, excellent terms. Entire business for place in Division ° c, 


SALES 
PROMOTION 
ORGANISER 


required by multiple outfitters, murt be 
conversant with Direct Mail proced: ire, 
able to write compelling copy, have 
first-class knowledge of Hire Purchase 
and able to compile catalogues, etc. 
Not only able to organise and plan, but 
personally be prepared to carry out 
major part of the work. Well 

position to competent person. rite 
stating full experience, salary required 


re Box 9638 
Advertiser's Weekly 180 Fleet St €c4 


| 


| 
| 
| & 


in confidence, stating terms, to 
Box 9633 Ad. Weekly 180 Fleet St BC4 

ADVERTISING MAN required to sell 
space on Freight News, the weekly 
for air, shipping and allied advertising. 
Excellent rospect with old-established 
house. ‘Vrite, Mr. Barnes, Blandford 
Press, 16 West Central St 
Wcc.l. 


APPOINTMENTS WANTED 


“HAND PICKED” SECRETARIES 
available. The Wi © Agency, 67 


Wigmore St., W.1 UNter 9951/2/3. 
ARTIST, cartoon film experience, seeks 
work in London or provinces. 
pocate for comic strip or children’s 
oe ea 
Box 9636 Ad. Weekly 180 Fleet St PC4 


| 


COUNTY MAGAZINE for sale 


FOX PRINTING PRESS have inst 


disposal at exceptionally low a as 
ill-health forces owner to sell Apply: 
Box 9643 Ad. Weekly 180 Fleet St 

Est. 


1946. Good advertising support. 
Potential development retarded by 
lack of capital. Price reasonable 
Box 9634 Ad, Weekly 180 Peet St BC4 


re rie i 
nin AD Y 
alled 
ree the famous Heidelberg 
Cylinders in their new extension and 


are now in @ position to undertake 
another established monthly or weekly, 


Dem Octavo _ or to. Fox 
Printing Press, T couse, May- 
bank Road h Woodford, 
London, E.18. BUC 6565. 


Second 
First, second and third places 
in Division ‘8B’ and five good 
7. gs good passes in Division ‘A.’ 
Twenty per cent of ell successful can- 
didates were trained by the 1.C.S. 
LC.S, Home Study Courses in prepara- 
tion for both the A.A. and the LP.A. 
Exan inations are eompocones 3 up- 
to-datm, and have nw Hy a 


experts actively A... F- 
vertising field. 
First class instruction is also available 
in COMMERCIAL ART, POSTER 
DESIGN, LETTERING and SIGN 
WRITING. 
Write today for free book to DEPT. 28 
InTURmaTiOMAL CORRESPONDENCE 


COHOOLS, Incernational Buildings, 
Kingsway, London, W.C.2 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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REGISTERED 
G.P.O. AS A 
NEWSPAPER 


ADVERTISER'S WEEKLY 


Advertiser's 
Weekly 


Decemper 23, 1954 


S. a copy 
] a year 
Post free 
55/- (overseas) 


SAVE 


Published 


ONLY 


in which to 


MONEY 
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rer my Aa kredevi: k 7 iAbenham Limited 


With the first issue in January, the page-size of the Furnisaine 
Wonrtp will be increased. And Advertisement Rates will go up. 
But until January Ist you can book your 1955 space in the 
Take 
advantage of this special concession by making your reservations 


NOW. BUT HURRY! There is only one week left. 
Better ring CHAncery 8844 at once. 


Furnishing Trades’ leading weekly journal at 1954 rates. 


EF urnish @e World 


180 FLEET STREET LONDON 


‘the Proprietors, BUSINESS PUBLICATIONS Li. be at : their office 
by lossunber 23, 1954. Printed in England by St 


| WEEK LEF 


on your 1955 CAMPAIGNS 


Tel.: CHAncery 8844 


STOP PRESS 


_ MINISTER APPROVES 
BIGGER SIGNS 


Lambeth Council warned by the 


| chairman of Town Planning Com- 


mittee, W. W. Begley, that they 
might in near future have to con- 
sider application for sign on the 
south bank of the Thames “much 
larger” than a 54ft. high neon 
advertisement for “The Star” which 
has been allowed by the Minister 
of Housing and Local Government 
at Commercial Wharf. 

Council contend that Minister's 
decision has created “serious pre- 
cedent.”. They say they will watch 
very closely further applications for 
erection of similar signs. 

Mr. Begley reminded Council that 
they had consulted with other 
councils along south bank on this 
matter. There was agreement that 
3 ft. was large enough for adver- 
tising signs. Minister had since 
allowed sign of 3 ft. 6 in.; this was 
third 5-ft. sign allowed on appeal 
against Council's decision. 

Council have also considered 
report from Town Planning Com. 
mittee on illuminated advertising 
signs towed by aircraft. These, 
they contend, “might constitute a 
nuisance in the future.” In absence 
of statutory control over such 
signs, matter referred to Metropoli- 
I Boroughs Standing Joint Com- 
ee. 


DEATH OF PRO 


David Davidson has died sud- 
denly a 46. For past four years 
was PRO for Gilbeys and since 1952 
a leading member of Kennerley 
Fdwards & Associates. At one 
time PRO for National Federation 
of Master Builders’ Employers, he 
edited industrial programmes for 


| BBC, worked on “Daily Express” 


and during war was 


| 
| 


| 


80 Fleet Street, , London, E.C.4. (Phone : 
. Clements Press tid Portugal St., Kingsway, London, WC.2. 


on Lord 
Beaverbrook’s staff at Ministry of 
Aircraft Production. Before the 
war was a solicitor in South Africa. 
He leaves a widow. 


Current local and trade press 


Typrod, home mats, advertised in 
women’s magazines and trade jour- 
nals. Agents: Stowe & Bowden 


launched next year for a new range 
of Marisbro weathercoats will be 
handled by Elliot Advertising Ltd. 


nufacturers 
Geatere for & C Becvect Led. 


: Chancery $844.) 
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ADVERTISER'S WEEKLY y* MORE PAPER PRICES SOAR AS 
~ BOOM YEAR IS PREDICTED 


| Advertis ers 
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THE ORGAN OF BORITIS SE ACY BR VES Oe 


THE ORAPERS’ RECORD MEN'S WEAR 
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ADVERTISER'S WEEKLY 


S t’ve gov ¢ 


‘Publicity value 
of wrappers 


The Manchester branch of the 
Incorporated Advertising Man- 
agers’ Association held their third 
meeting of the season at the 
Queens Hotel, and J. Hilldrup, 
director, James Barnes Ltd., 
pa on the use of printed 

apping pa +4 in advertising. 

r. Hilldr reviewed the 
growth of the. use of printed 
wrapping papers over the last 20 
to 30 years and said that the 
textile industry was among the 
first to realise that printed 
a bearing names and trade 
marks gave valuable publicity. 

He said it was not until the 
mid-1930s that the public became 
interested in Christmas wrapping 

pers. These were then printed 
in two colours and have since 
been improved considerably by 
the use of metallic inks. Em- 
bossed Christmas wrappers would 
probably become very popular in 
the near future. 

Mr. Hillrop commented on the 
wide use of printed waxed wrap- 
ping “ by the bakery trade 

valuable _ publicity 
pF Many _ engineerin; 
firms were now using this type o 
paper to wrap spare parts, 


Cartoon approach to 


annual report 


The North Western Gas Board 
has again used the strip cartoon 
technique for the highlights of 
its fifth annual report and 
accounts to its 19,072 employees. 

The four-page pamphlet has 
light-hearted —_ illustrations but 
serious text, The text is reduced 
for each point made to a mini- 
mum of words. The theme is a 
visit to a point-to-point race 
meeting, and every item selected 
from the annual report is illus- 
trated with a picture of some in- 
cident which might be encoun- 
tered at a race meeting. 


To The Editor .. 


Who pays for 


advertising ? 


Sir,—May I point out that 
both Lt.-Col. Lipton and your 
correspondent, E. P. Towers, are 
both incorrect regarding payment 
for advertising. Neither the Ex- 
chequer nor the advertiser pays 
—the cost of advertising is a legi- 
timate selling cost, and is part of 


| the selling price paid by the 
| consumer. 


Deets ct 


J (showearas) 


MANCHESTER 


The argument that the Ex- 
chequer is deprived of tax be- 
cause unnecessarily large sums 
are spent on advertising can only 
refer to those firms whose adver- 
tising appropriations are not de- 
termined in relation to the sales 
target. That, of course, is as bad 
as spending “ what the advertiser 
can afford” on advertising. 

Lt.-Col. Lipton’s argument, 
which is not answered by Mr. 


THIS WEEK 
i@s Under Advertised—The 
Advertising Agency—page 


NEXT WEEK 
Annual review of calendars 


Towers’ unintentional suggestion 
of oe ee par - advertisers, is 
typical of muddled ideas 
which exist > ll the large sums 
of money which, inevitably, have 
to be spent on advertising. This 
MP is presumably another of 
those who think of advertising 
as a reckless gamble. 

He fails to realise that it is an 
essential business exercise which 
methodical advertisers and their 
agents plot as economically as 
the purchase of raw materials 
and their manufacture into goods 
for sale. 

PF. W. Jerkins. 
London, S.W.16. 


A chalienge to 
everyone 


Sin, ~The phrase “turning 
int” is frequently used with 
ittle justification, but there is no 
doubt that, as regards advertising, 
it applies very fitly to 1955. It 
isn't every year that a new 
medium comes on to the British 
advertising scene. But unfortu- 
nately it comes at a time when 
costs are going up all round. 
If all media are to keep their 
ends up in the ftuture—and not 


merely one or two benefit at the 
expense of the others—it is essen- 
tial that total appropriations 


should be increased. This can be | 


done. But it has to be earned; 
it is not something that happens 
automatically. Two things are 
necessary. One is that advertis- 
ing should render even better 
service to the clients and the 
community than it has done in 
the past, and the other is that 
the clients and the community 
should know about it. 

Public relations for advertising 
is a matter for individuals as well 
as for the Advertising Associa- 
tion and the clubs. We should 
all of us, whenever the oppor- 
tunity arises, point out that “it 
pays to advertise” applies not 
only to the people who do the 
advertising but the people who 
are advertised to. When Lord 
Mackintosh said at the Norfolk 
and Norwich Publicity Club the 
other day that the Americans, 
who are the biggest advertisers 
in the world, also enjoy the 
highest standard of living, he was 
pointing out the sort of thing that 
we should all be saying. 

JAMES DAVIDSON. 
Manchester. 


Ticket ‘racket’ 


Sir,—It is rather a pity your 
Exhibition correspondent saw 
fit in his “Exhibition World” 
article to be derisive about the 
efforts made by exhibition organ- 
isers to do something about the 
racket in tickets that always 
abounds from a show which 
appeals to the general public. 

If your correspondent is a man 
of any experience in the exhibi- 
tion world at all, he must be 
aware of this nuisance, and one 
would rather expect him to co- 
operate with the organisers in this 
endeavour, rather than be 
cheaply scornful. 

R. SLEEM. 
Sevenoaks. 


Candid 


Sir,—Surely a prize for the 
most candid advertisement of the 
year should be awarded to this 
little gem which appeared in the 


a Telegraph of December 
17: 

“Small man, nondescript 
appearance, little education, 
doubtful intelligence, desires 
position requiring no experience.” 

K. A. McKenna. 
St. Albans, 
Herts. 
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London winner of 
bulbs contest 


First prize of £100 or a seven- 
day trip to Holland in this year’s 
national Dutch Bulbs Window 
Display competition was won by 
G. Telkamp and Sons, Ltd., of 
Cannon Street, London. 

The competition was organised 
by Patrick Dolan and Associates, 
who used full pages and half 
pages in colour in Picture Post, 
Illustrated, John Bull, Woman 
and Woman's Own, and black and 
white spaces in provincial news- 
papers and gardening papers to 
promote the competition. 

Hundreds of bulb merchants 
entered photographs of displays. 
They were judged by Walter 
Roozen, director of the Asso- 
ciated Bulb Growers of Holland, 
Peter Coats, the gardening editor 
of House and Garden, and 
Sydney Whitcombe, of Dolan 
Davis Whitcombe and Stewart 
Lid., the advertising agents for 
Dutch bulbs. 


First self-service 


conference 


For the first time in this coun- 
try a conference is being held on 
self-service. It is being organised 
by the Grocery and Provision 


Trade Self-Service Advisory 
Committee, a body sponsored 
jointly by the Self-Service 


Development Association and the 
National Federation of Grocers’ 
and Provision Dealers’ Associa- 
tions. 

The purpose of the conference, 
which is to be held on April 12, 
13 and 14 at the College for the 
Distributive Trades, Charing 
Cross Road, London, is to make 
an objective study of al! the fac- 
tors involved in _ self-service 
merchandising of food. Lectures 
will be given on shop-layout, 
lighting, ‘anes and pre- 
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by | 


Tete IiSLOn 


This is news! T.V.C., in conjunction with the Vandyke 
Picture Corporation Ltd.— pioneers in the production of 
television films—is setting up its own studios for making 
television commercials. 


Roger Proudlock, of Vandyke, joins the T.V.C. Board 
from January 1st, and under this arrangement Vandyke’s 
technical knowledge in making television commercials will 
be exclusive to T.V.C. 


It is anticipated that the new studios will be available 
to start work in February, and they will have ample 
capacity to meet clients’ requirements. 


This news means that those Agents who “leave it to 
T.V.C.” will never suffer headaches* through the shortage 


of studio space that is going to be inevitable when the 
rush starts. 


*We can save you a lot of other headaches, too, We are basically 
advertising men, with unrivalled experience of radio and television. 


We can advise, plan, create and script—besides producing. Give us a 
ring today. 


For successful Advertising by Television 


LEAVE xix" 
"“—"@> &£ = to plan 


Tor 


to create 


to produce 


COMMERCIALS LIMITED 


35 PORTLAND PLACE: LONDON - W1 + LANgham 2000 


DecemBer 30, 1954 825 Ce) : 
AD ES Bers TN <r a 
. 
' 

ts 

| Ea eve} 
| ee 9 , | ; } 
: 2 

Pi | 2 
ma f.Gicy ae 
ee Le r * 
. « ; 

| es NEWS FO 
7 Fc ec eC , 
a ee aE : 
a a : 
| es eo iT 
‘ : + A 
% IT 71! . 7 
—W LAF 42S oO 

“ -EVG aeeetien: 8 . 
F aE s 
Se ee re ee . 


ADVERTISER'S WEEKLY 


—and it’s exclusive to BIA! 


BIA offers you a unique mailing service of unrivalled accuracy. 

This new development is made possible by the co-operation 
of The Medical Directory publishers, J. & A. Churchill Ltd. — | 
They have agreed to give BIA exclusive rights to their | 
Medical Directory Correction Service—-a most valuable 
source of information on the constant changes in the medical | 
profession. Addresses include up to date information on all | 
changes of titles, qualifications and decorations. 

Terms for addressing and handling are most reasonable, | 
but for organisations maintaining their own lists, BIA would — | 
be pleased to pass on the correction service on a 

| 
| 
| 
| 
| 


aa 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
ad 


Write or telephone for 
full details to 


BRITISH and 
INTERNATIONAL 
ADDRESSING LIMITED 


BIA House, Dept. B, Chalton Street, 
London, N.W.1. Telephone: EUSton 5262 


subscription basis. 

HOSPITALS, DENTISTS and CHEMISTS can also be 

addressed by BIA’s fully mechanised Medical Division with 
the same unparalleled degree of accuracy. 
BIA also maintains a WORLD WIDE plated addressing service 
All BIA overseas medica! lists are on plates, so that envelopes 
can be machine addressed at an amazing rate — cutting the 
servicing time by many days. On the spot agents send regular 
reports so that plates can be altered instantly, giving BIA the 
highest accuracy while their charges remain the lowest. 
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George Camlin, copy chief of 
McConnell’s Advertisin Service 
Lid., presents Charles E. McConnell, 


chairman and managing director, 
with an engraved umbrella on behalj 
of the staff at the agency's staff 
dinner. Seated third from left is his 
son, John C. McConnell, who is to 
take over the managing directorship. 


C. E. McConnell 
hands over 


to his son 


Charles E. McConnell, chair- 
man and managing director of 
McConnell’s Advertising Service 
Ltd., has announced that his son, 
John C. McConnell, will take over 
the managing directorship from 
this Saturday, January 1, 1955. 

John McConnell is a director 
and secretary of the firm, which 
has associated companies operat- 
ing in London, Derby, New- 
castle on Tyne and Colwyn Bay. 

His appointment was announced 
at the staff party in Dublin 
last week, when Charles McCon- 
nell, who founded the firm in 
1916, said that his release from 
day-to-day duties would not 
diminish his interest in the com 
pany, but would enable him to 
devote more time to general 
liaison with clients. 

Other appointments in the 
McConnell group have been 
announced. From this Saturday, 
Eric S. White becomes general 
manager of McConnell’s (Lon- 
don) Ltd. William Terence 
Balfe has been appointed general 
manager of McConnell Hartley 
Ltd., the display and direct mail 
firm formed in 1921 by Mr. 
McConnell and Barron Hartley. 


_@ More News oy People 
on page 849 
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Irish Press picture. 


Campaign boosts 


poster power 


A campaign suggesting that 
the poster, with its high repetitive 
value, is the medium that finally 
makes the sales is now running 
in top management and business 
journals and the advertising trade 
press. 

It is sponsored jointly by the 
British Poster Advertising Asso- 
ciation and the London Poster 
Advertising Association Ltd. 


A series of two-colour, full- 
page advertisements, now being 
prepared by Technical and 


General Advertising Agency Ltd., 
wili appear throughout 1955. 


D. Bain succeeds 
H. C. Longley 


H. C. Longley has retired from 
the chairmanship of Longleys & 
Hoffman Ltd., of Birmingham, a 

H. 


subsidiary company of S. H 
Benson Ltd. His successor is 
Douglas Bain, assistant joint 


managing director of Benson's. 


More paper 


. 
prices up 
APER 
incr 
Wood-free papers wil! be in- 

creased by £3 per ton on basic 

minimum mill prices for reels. 

This will bring the printings 

price to £99 per ton (for ten tons 

in reels). 

For imitation art the new price 
will be £101 5s. per ton. 

Machine-glazed poster paper 
will go up by £3 10s. per ton to 
£120 17s. 6d. per ton (for ten tons 
in sheets). 

Mechanical printings are in- 
creased by £2 10s.-£3 per ton 
according to quality, and the 
extra charge for sheets will be 
£5 per ton. 


are to be 


“The Wild West’ 
Artists. 


Coupons for 
every home? 


An all-out battle for the 

detergents market is 

expected to develop early in 
the new year. 

The big manufacturers are 

planning extensive campaigns 


coupon schemes, there is 
evidence of plans for further 
distributions. 

One concern’s print order 
for coupons exceeds 15 
millions, sufficient to oe one 
to every household the 
land. 


was the theme of a faney-dress party held by Carlion 
Two hundred members of the staff attended, 


) * es 827 | es 
: | a ! 
- 8 | NORTHERN ‘ 
IRELAND __m____ IRELAND 
Baa y om: a : 
Lye ey | 
| eo 
| A ’ a | % 9 i q . es "ete eemainiiats in the | 
LL -— fm 
! —_ = a , Si 
TL th Tp Ol 
i RE hi by 5 a 
| See ae? Ce ; q 
Bas tar i 
ne | , Pr % ‘ ; ‘A _ 
a SS ; 
* | ee ¢ 
#8 CUM Yo 
) 50 advertisers use ao pS 


ADVERTISER'S WEEKLY 


EF. Warburton. 


Alan Wilkinson. 


Sir Miles Thomas. 


Norman Moore. 


Sir Robert Fraser. 


Ernest Pearl. 


F. P. Bishop. 


1955—ANOTHER .BOOM YEAR IS PREDICTED 


TV’s high standards 


Eliot Warburton ; 
(president, Incorporated Society 
of British Advertisers) 

With over-employment, record 
advertising and rising sales at 
home and abroad in 1954, adver- 
tisers face 1955 with confidence, 
although this would be increased 
by a reduction in taxation. 

1955 will see the introduction 
of commercial TV in the UK; 
many advertisers are greatly 
interested in this, and ISBA has 
been glad to give advice to assist 
the authorities in working out 
their plans. 

I am sure that advertisers and 

their advertising agents will 
observe, in the use of this new 
medium, the high standards now 
achieved in other forms of 
British advertising. Experience in 
other countries suggests that— 
perhaps after a period of adjust- 
ment-—the money for TV adver- 
tising will be found from the sales 
that it creates. Other media need 
not fear this competition, provided 
that they offer good value for 
money. 
ISBA looks back with satisfac- 
tion on 1954 as a year in which 
the Society's co-operation with 
other advertising organisations has 
been even closer and more fruit- 
ful than before, a development 
which the Society hopes to con- 
tinue. 


Increased competition 


Lt.-Col. Alan Wilkinson 
(president, Institute of Practi- 
tioners in Advertising) 

I remain an unrepentant op- 
timist on the subject of British 
advertising in 1955. With a con- 
tinuation of full employment and 
a buoyant economy, I see no 
reason to expect any slackening 
of the impetus which advertising 
imparts to the whole distributive 
chain. 

We are all hoping for an easin 
of the newsprint situation, whi 
will, in turn, lessen the existin 
pressure on space, From this, o 
course, Will follow increaved com- 
petition in the whole field of 
advertising media, which, leading 
as it must to increased efficiency, 
will be an advantage to every- 
body. The Institute's Readership 
Survey will help here. 

Few of us, I think, yet realise 


Another boom year for advertising for 1955 is generally forecast. 
The challenge of commercial TV will bring new vigour and initiative 
to the industry, and the theme of messages from leading figures in 


the world 
be met. 


of advertising and publishing is that the challenge will 


the full implications of indepen- 
dent television and its likely im- 
pact on the public—apart alto- 
gether from its signi ce to 
advertising. 

We are all expecting indepen- 
dent TV to put in its appearance 
during the coming year, though 
in my view, unless prospective 
advertisers and their agency ad- 
visers can in the near future be 
given more information than is 
available at present, the good 
start which is so essential to this 
new medium will be jeopardised. 

Finally, as we all know, 1954 
has been a good advertising year, 
and I repeat that I can see no 
reason why 1955 should not. be 
even better. 


Expanding economy 


Jesse Scott 
(chairman and managing director, 

Legion Publishing Co., Ltd., 

publishers of Statistical Review of 
Press Advertising) 

In the July-September issue of 
Statistical Review we said that the 
figure for October was “expected 
to exceed £7 million.” It did, in 
fact, go above £74 million—about 
thr uarters of a million more 
than ptember, and something 
like 12 per cent more than Octo- 
ber last year. It appears that we 
are in an expanding economy, and 
there seems no reason to suppose 
that it is going to contract. 

From our information of 
advanced bookings in 1955 the 
outlook is ~good, in magazines 
especially. Some are booked right 
up till the end of 1955; some 
have a waiting list. On the as- 
sumption that the newsprint situa- 
tion will allow more advertising 
space, it appears that this will be 
taken up. 


Techniques improved 


Norman Moore 
(president, 
Advertising Association) 

Advertising can look back on 
the past year with a sense of 
achievement. It has made a vital 
contribution to the genuine pros- 


perity the country enjoys at the 
present time, and still further 
improved its techniques to 
enable it to offer yet better ser- 
vice in the year ahead. I think, 
too, we have made some progress 
in our efforts to clear up mis- 
understanding of the true purpose 
of advertising. in spite of heavily 
publicised snipings from those 
who choose to remain in a state 
of invincible ignorance. 

The vigorous presentation of 
the case for advertising at the 
Bournemouth conference was the 
most spectacular, as it was 
perhaps the most impressive 
demonstration to the public at 
large of our faith in ourselves 
and in our calling. 

Meanwhile, I welcome the co- 
operation of all the other 
organisations who are helping the 
AA in its task of promoting 
public confidence in advertising, 
and am grateful to them for it. 

The new syllabus for the 
diploma examinations is another 
step forward towards greater 
efficiency. The untiring work of 
the AID and other committees 
charged with preventing the 
abuse and misuse of advertising 
will ensure the progressive im- 
provement of our already high 
standards. 


Five-star year 
Sir Robert Fraser 


(director general, Independent 
Television Authority) 


Even if it tried, 1955 could 
hardly escape being a five-star 
year in British advertising. A 
medium of tremendous power is 
arriving—and arriving not un- 
tested, not unproven, but striding 
in with medals ablaze from 
astounding successes elsewhere. 

All good advertising men will 
be joining with the [TA in the 
profound hope that we are all, ‘n 
fact, ready to assume the national 
responsibility that is on the way. 

The leaders of adv«rtising are 
going to become a _ aational 
influence in a sense the old media 
have never quite asked them to 


be—~national leaders, in 
however anonymous. 


Ali-time high 


Ernest Pearl 
(chairman, Pearl and Dean, Lid.) 

Screen advertising will reach ap 
all-time high in 1955. ° That is 
my confident prediction in the 
light of the heaviest forward 
booking for filmlets, one-minute 
and two-minute films in the 
history of the medium. 

Main factors in the increased 
use of the screen as a major 
medium are (a) the greater flexi- 
bility of the medium through the 
introduction of the one-minute 
film; (b) the improvement in 
presentation techniques of films 
and filmlets, and the greater use 
of colour ; and (c) the realisation 
by local stockists that the screen 
does a fine job of pre-selling in 
their’ districts, as the customers 
go into the shops knowing what 
the product does. 

Of the 4,500 cinemas in Britain, 
95 percent to-day regularly 
include advertising filmlets and 
films in their poseremenss, reach- 
ing a weekly audience of 
23,500,000, This total, a great 
advance over previous years, 
represents a fine achievement, 
which is expressed in the far 
greater and more consistent use 
of the medium by national 
advertisers. 


More newsprint ? 


F. P. Bishop 

(general manager, Newsprint 

Supply Company) 

We are expecting a consider- 
able increase in the supply of 
newsprint over 1954. This will 
be entirely due to imports, as the 
home mills have unfortunately 
not been able to increase their 
supplies for next year, but we 
have an extra 50,000 tons from 
Scandinavian suppliers and 
75,000 tons extra from Canada. 
That is our contractual position 
as it appears at the beginning of 
1955, and we aré not unhopeful 
that we may be able to do even 
better than this. 

But in spite of this favourable 
outlook, we have to approach the 
question of increased paging with 
some caution. The end-of-year 
stocks are far too low, and first 
priority must be to build them 


@ Continudd on page 85! 
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Many sections of the glass 
industry are to conduct publicity 
campaigns, it was stated at the 
annual 


Alexander, managing director of 
the United Glass Bottle Manufac- 
turers Lid., said that 1954 had 


been a year of preparation in the 


sectionally, he said. 
Projects covering domestic 
glass, lighting glass, glass con- 


829 


‘Buy glass’ campaigns planned, say manufacturers 


tainers and vacuum flasks had 

nyt Bh, A. 
and it was hoped that other sec- 
tions would make known their 


elopments in 
order that a news service to the 
press could be created. 


Experimental TV 
commercials aim 


to entertain 


Showings of seven 30-second 
and one-minute advertising films 
produced for commercial tele- 
vision by CTV Productions and 
Direction are now being given to 
advertising agents. They are 
described as “experimental.” 

In each one the accent is on 
entertainment. J. W. Mallard, a 
director, told ADVERTISER'S 
WEEKLY : “We are convinced that 
all commercial spots must be 
entertaining. That is of the 
utmost importance. People must 
not be given the chance to pop 
out and make a cup of tea.” 

Only one film uses a real brand 
name. It is for Wrigley’s 
Chewing Gum, which features a 
harassed television technician 
with technical trouble on his 
hands and only a few moments 
before the next programme is due 
for transmission. Wrigley’s gum 
calms him down and solves the 
problem. 

All the other films feature mock 
brand names. Two children in a 
railway carriage discuss the merits 
of “Creemo” toffee, and a dirty 
cup in a restaurant is used to pin- 
point the features of “Glamour 
non-smear lipstick.” 

Animation is used in a 60- 
second film for “Maletti” type- 
writers. A doctor explains why 
he used “Welrite” pens to write 
hundreds of prescriptions. A film 
for “Coola-Cola” shows two 
cricket commentators relaxing at 
the end of a day’s play. 


R. B. Williams-Thompson 


A picture of R. B. Williams 
Thompson in our last issue was 
wrongly captioned with the name of 
A. R. king Farlow. We regret the 
error. 


The chairman, A. H. Kno 


“Manchester Evening News’ picture. 


wiles, greets the chairman-elect, H. L. Hardwick, 


at Manchester's First Friday Club's annual Ladies’ Evening. Left to right 


are Mr. Hardwick, Mr. 


Knowles, Mrs. Knowles and Mrs. Hardwick. The 


First Friday Club meets monthly and its membership is limited to 539 


advertising executives in the Manchester area. 


Mr. Knowles was tis 


originator, and founder members included the late Albert Fryers, Percy 


Stoddard and Walter Harrop. 


Mr. Hardwick, chairman for 1955, is director 


of Pratt's Manchester office. 


Errors in ads do not break the 
contract, judge rules 


Judge Alun Pugh, at Blooms- 
bury County Court, held that 
mistakes made in the publication 
of a street directory—mis-spell- 
ings, omissions, and wrong 
initials—did not constitute a 
breach of a contract for advertis- 
ing space in the directory. 

Kent Services, Ltd, 188, 
Strand, W.C.2, were given judg- 
ment for £25 4s. in respect of ad- 
vertising space in the Chertsey 
Directory, published by them, 
and a counter-claim by the adver- 
tisers, E. Clarke (Addlestone) & 
Sons, builders, for £100 damages 


R. W. Luckins Lid. and 8. W. Luckins (Advertising) Lid. had their annual 


dinner at the White Bear Inn, Piccadilly Circus. 
staff and friends afterwards —_ to Mw Apoll 
eel. 


nds 


Thirty-two members of the 
0 Theatre and saw “Both 


for breach of contract, was 
re ' 

For the defendants it was con- 
tended that the directory 
contained so many mistakes that 
it could not be called a directo 
and for that reason, together wi 
an excessive selling price of 6s., 
it would not have sufficient 
circulation. 

Further, it was submitted that 
the publishers had not fulfilled 
a condition of the contract, which 
was that they should take all 
reasonable care in publication. 

T. O. Kellock (for Kent Ser- 
vices) said the advertisement was 
a printed, in the space 

equires. and the directory was 
‘blished, therefore the plaintiffs 
put fulfilled their obligation. 

The terms of the : 
absolved them from responsi- 
bility for printers’ errors, and 
they had taken all possible care 
in production. 


contract 


GIFT TICKETS 


To catch the Christmas gift 
market, Scarborough put next 
year's spa season tickets on sale 
this month. The tickets cost 
£3 10s. for the freedom of the spa 
for the 1955 season—May 28 to 
September 18—and to admission 
to the Easter concerts. 
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Loophole ‘used 
as campaign 


vehicle’ 


Brighton Corporation is the 
latest to express anxiety over 
the use of a loophole in the ad- 
vertisement planning rules which 
allows commercial advertise- 
ments to be exhibited on busi- 
ness premises, It has criticised 
soft drink and other advertise- 
ments. 

Its planning and works com- 
mittees have asked the Associa- 
tion of Municipal Corporations 
to examine the position. 

In a report, the Works Com- 
mittee points out that the regu- 
lations permit the display of non- 
illuminated advertisement signs 
on business premises sited below 
15 feet from ground ‘evel, and 
advertising the goods suld on the 
premises, without the need to get 
the Council's express consent. 


‘Taking advantage’ 

“It is apparent that a number 
of commercial firms have taken 
advantage of this and have used 
it as a vehicle for advertising 
campaigns,” the report goes on. 

The committee was shown 35 
photographs illustrating adver- 
tisements of two classes of soft 
drinks. The Borough Surveyor 
said that the method was also 
“widely used” by other soft 
drink, ice cream and tobacco 
manufacturers. 

After outlining the procedure 
whereby the Council can require 
an application to be made for 

Rate consent” for such signs, 
he said 

“it is necessary to serve 
notices on the person displaying 
the advertisement, the owners 
and occupiers of the premises, 
and the firms whose goods are 
advertised. There is no register 
of owners or of advertising 
agents, and the information can 
only be obtained by meticulous 
inquiries which are made diffi- 
cult if the owner, occupier or ad- 
vertiser is not willing to co- 


operate. 
Abuse charge 

“I have considered the situa- 
tion carefully, and have come to 
the conclusion that it is imprac- 
ticable to attempt to resist this 
method of advertisin taking 
action in each individual case.” 

He urged that the Council 
should “deplore the abuse of the 

rmitted classes of advertising 
in this manner.” 

After consideration, the works 
committee recommended the 
Council to deplore this practice. 
it asked the Association of 
Municipal Corporations to re- 
commend the Ministry of Hous- 
ing and Local Government to 
change ea: 12 to permit 
in Class only the trader's 
name and an announcement of 
the type of business carried on 
at the premises. 


Wigan Town Council is 
already challenging some adver- 
tisemer of is ty among 
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AD MAN’S DIARY OF EVENTS IN 1955 


This list, compiled by “Adver- 
tiser’s Weekly,” includes many 
of the most important events 
for 1955, business, social and 
recreational. 

Any obvious omissions are 
explained by the fact that some 
dates have not yet been decided. 


JANUARY 
Dares 


74.—Market Research Society 
Week-end Course, Wills Hal! 
Bristol University. 

#14.—Toy and Fancy Goods Fair. 
Harrogate 

13.—Newspaper Society Annual 
General Meeting and Luncheon 
Waldorf Hotel, London 

15-16. Advertising Association's 
CDC meeting. Manor House 
Hotel, Leamington Spa. 

EXHIBI- 


18-28. — PACKAGING 
TION, Olympia. 

21.—Publicity Club of Leeds Annual 
Dinner and Dance, Great 
Northern Hotel’ 

26.—Association of Advertisers in 
Ireland Annual Meeting, Metro- 
pole, Dublin, and Annual Din- 
ner, Shelbourne Hotel. 

24.—Publicity Club of Nottingham 
Annual Dinner and Dance, 
George Hotel 


FEBRUARY 
Dates 


8-11.—Business Efficiency Exhibi- 
tion, Granby Hall, Leicester. 

13.—Birmingham Area Commitice 
of “Old Ben” Annual Sunday 
Concert, Alexandre Theatre. 

14.—Newspaper Society 3rd Classi- 
fied Advertisin yd 
Dinner, Grand Hotel, Birming- 
ham 

15.—-Newspaper Society 3rd Classi- 
fied Advertising Conference, 
Grand Hotel, Birmingham 

18.—Manchester Publicity Associa- 
tion's Ladies’ Evening, Mid- 
land Hotel 

18.—-Masier Sign Makers’ Associa- 
tion Annual Dinner, Park Lane 
Hotel, London 

19.—Coventry Publicity Association 
Ball, Chesford Grange. 

25.—Publicity Club of Newcasile- 
upon-Tyne Annual Dinner, 
Tilleys Restaurant. 

26-27,—1PA Week-end Course (In- 
termediate), London. 


Z MARCH 


1-6.—-Daily Mail \deali 
hibition, Olympia 
4,—Publicity Club of Leeds NABS 
Dance, Capitol Ballroom 
4.—-Incorporated Sales Managers’ 
Association National Ladies 
Night, Grosvenor House 
London 
Publicity Club of Norwich & 
Norfolk Annual General Meet. 
ing, Samson & Hercules House 
10.—-Market Research  Soviety's 
Second Annual = Luncheon, 
Park Lane Hotel, London 
11-14.—-Young Master Printers’ 
National Conference, Brighton 
22.—-Publicity Club of Neweastle 
upen Tyne Annual Genera! 
ceting, Crown Hotel 
25.—Publicity Club of London 
Annual Gula, Grosvenor House. 
25-26.—IPA Seventh Week-end 
Course, Leeds University 
M. -IPA Annual General Meeting 
and Annual Dinner and Dance. 
Dorchester Hotel, London 


Home Ex. 


Dates 
13.--NAGS Weekend Meeting. 


Si. George's. Prince's. 


20th Annual 
ence, Grand Hotel, Eastbourne. 
19-20.—IPA Membership  (Inter- 
mediate and Final) and Asso- 
ciate Membership Examina- 
trons 
20.—1IPA Golf Circle Spring Meet- 
ing. Ashridge GC 
22. “Incorporated Advertising Man- 
agers Association Annual! 
inner-Dance, Hyde Park 
Hotel, London 
26.~-Newspaper Society 
Dinner and Dance 
Hotel, London. 
27.—-Newspaper Sociciy Annual 
General Meeting. London 
27.—Publicity Club of Nottingham 
Annual General Mecting. Bell 


Inn. 
MAY 


Dates 

2-13, —- BRITISH 
FAIR, Olympia 
Court. 

3.—Guild of British Newspaper 
on Spring Meeting, Lon- 


Confer- 


Annual 
Dorchester 


INDUSTRIES 
and Earls 


5-8..-ADVERTISING ASSOCIA. 
TION’S 22nd ANNUAL CON. 
FERENCE, Brighton 
11..-NAGS Spring Meeting. 
~ ton Heath GC 
17.—IPA Discussion Group Annual 
Dinner and General Meeting 
21-25.—-Britssh Federation of Master 
Printers Annual Congress, Tor- 


Wal- 


uay 

24.—BFMP Annual Banquet. 
Hotel, Torquay 

24.—Publicity Club of London 
Luncheon to the President, the 
Lord Mayor of London. 


JUNE 
Dates 


1.—ISMA (London Branch) Annual 
General Meeting, Connaught 
Rooms. 
6-16.—Business Efficiency 
tion, Olympia. 
13.—Publicity Club of London 
Special General Meeting 
13-15.—British Poster Advertising 
Association Conference, East- 


bourne 
JULY 


Research 
School, St. 
Oxford. 


Palace 


Exhibi- 


Dates 

9-16.— Market 
Summer 
College. 


Society 
Hughes 


The stand of the Distillers Company (Biochemicals) Lid. at the National 


Poultry Show at Olympia, won 


first 


prize. The citation read: “The 


siand having the greatest combined publicity and educational merit.” The 


judges were Sir Richard Haddon, 
Armstrong, The 


and Co., Lid. 


Sir Patrick Gower and Drummond L, 
stand was désigned by Derek Kendrick. 


John Haddon 


are the agents for the company. 


Triple house-warming in Dublin 


The Lord Mayor of Dublin. 
Alderman A. Byrne, formally 
opened the new headquarters of 
O'’Kennedy-Brindley, Ltd. at 
64-65 Lower Gardiner Street, 
Dublin, on December 18 after a 
series of three house-warming 
parties, for clients, for newspaper 
advertising people and fellow- 
agents, and for leading city 
personalities. 

The building to which the com- 
pany has transferred® from the 
(Connell Street premises, where 
it was founded in 1927, is a con 
version of two old Georgian 
houses. The architect has intro- 
duced contemporary decor and 
fayout in the offices. The Con- 
ference Room, which has an 
Adams fireplace, has been 
furnished in Sheraton style, 


After the formal opening 
ceremony the managing director, 
Brian D. O’Kennedy, presented ; 
cheque for the Lord Sieoes’s 
Fund for the relief of distress 
caused by the recent flooding in 
Dublin. 


Staff party 


The annual Christmas party 
for the staff of Business Publi- 
cations Ltd. and associated 
companies was held at the 
Shaftesbury Hotel, London, last 
Thursday. 


A portrait in oils of the late 
T. J. Zimmerman was presented 
to Philip Zimmerman, governing 
director, by members of the staff 
who also served under his father. 


13.—NAGS Summer Meeting. Berk- 
shire GC 


SEPTEMBER 


Dates 

23.--Publicity Club of Neweastle 
upon Tyne Annual Dance. Old 
Assembly Rooms 

22. —Birmingham Mail 

ideal Home Exhibition. Bingley 
Hall, Birmingham 

29..-NAGS Autumn Mecting, Sun- 
ningdale GC. 


OCTOBER 
Datt 


18.--Guild of British Newspaper 
Editors Annual General eel- 
ing, London 


NOVEMBER 
Dati 


9.--Newspaper Society Half-Yearly 
Meeting. London. 


DECEMBER 
Datr 


7.—British Poster Advertising Asso 
ciation Annual Dinner, London 

9.—Publicity Club of 
Annual Ladies’ 
Dinner and Dance. 


Leiceste: 
Evening 
Bell Hotel 


Stocking survey 
shows brand 
preferences 


Knitwear and Stockings have 
conducted an investigation into 
the stocking-wearing habits of 
the average British factory girl. 
A questionnaire was sent to fac 
tories as far apart as Northern 
Ireland, Wales and the West of 
England. Main aim of the in- 
vestigation was to obtain factual 
data on the lower-paid worker 
and not women from all walks 
of life. 

The questionnaire 
dressed to three age 
the teens to 20 group, 
and 30 or over. 


Equal popularity 

A number of brand names are 
mentioned in the survey, but the 
journal states that it ‘would be 
“unfair” to suggest that one 
brand was more popular than 
another. But it does state that 
there was an _ evident consis- 
tency of preference in all age 
groups. The teens to 20 group 
prefer Bear Brand, Kayser Bon- 
dor and Glamour Girl; the 20 
to 30 group: Kayser Bondor. 
Bear Brand, Glamour Girl; and 
the 30 and over group: Bear 
Brand, Kayser Bondor, Wolsey. 


Among other facts revealed 
by the survey are that some fac 
tory girls buy 24 pairs of stock 
ings a year; they all want 
nylons; seamless stockings are 
not very popular; 15 denier 
nylons are in greatest demand ; 
and the average factory girl is 
prepared to spend Ils. per week 
on stockings from a pay packet 
of lithe more than £3. 


was ad- 


groups 
20 to 30, 
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House “ House 


Distribution 


a nation-wide advertising medium of growing importance 


House-to-House distribution of samples, circulars, coupons 
or catalogues is a medium on its own—and one that is 
growing in importance. More and more advertisers are 
coming to realize that distribution can give a telling per- 
sonal touch to a sales campaign. It can place the product 
in the hands of the householder, or drop an attractive, 
persuasive leaflet into the letterbox. It can cover selected 
areas at chosen times, or every town in the country simul- 
taneously. Whichever way this flexible system is used, it 
is cheap, quick and effective. 


We are proud of our list of regular clients. They are among 
the biggest advertisers in this country and they have found 
house-to-house distribution a thoroughly reliable and 
successful medium. Their trust in our organization is our 
finest testimonial. If any other is needed, we think it is 
best provided by proof of the time and trouble we have 
spent in making our distribution service almost 100°, 
effective. 


Supervision of field staff is, we believe, the basis of our 
efficiency. Our distributors work in teams made up of four 
women resident in the-area they operate in, and one full- 
time supervisor. Over every ten teams there is an inspector; 
over him a chief inspector. As a final check, our own 
research staff make regular inspections. 


Up-to-date maps ensure that distribution is accurately 
planned and that teams can go to work quickly and 
effectively. Our maps cover every town in the country. 
Information about new housing estates, etc., is sent to us 
by our team workers and enables us to keep our maps 
up-to-date in every detail. Copies of maps are sent to 
clients, team supervisors and inspectors. 


Costs of house-to-house distribution are remarkably low, 
averaging in bulk, £40 per 11,000 distribution, This is 
considerably cheaper than postal charges on the same 
number of samples or circulars. 


System of distribution varies from client to client. 4t is 
possible to exclude certain income groups; to deliver to 
houses with garages, television or gardens; to carry out 
nation-wide distribution or concentrate on a single area at 
a time. Distribution averages 11,000 per week per team 
but varies slightly according to system and locality. 


The following are actual examples of distributions 
carried out by us during 1954 and will give a good idea of 
how flexible the system is: 


A large detergent sample was distributed to every house- 
holder in every town throughout the country over a period 
of four weeks. The total weight handled was about 
2,000 tons. It involved over 2,000 field staff and nearly 
500 vehicles. Over a million personal calls were made, the 
balance being straight distribution. Total number distrib- 
uted in four weeks was more than 10,000,000 


A breakfast cereal in the form of two large samples banded 
together was distributed to all households in towns, area 
by area, in conjunction with a sales drive in each area. 


A large multiple store organization distributed a Christmas 
catalogue to nearly 1,000,000 householders in selected areas 
in the vicinity of each branch. 


An oil company specified selected distribution of samples 
to householders with garages. 


A food product sample, running into several millions, was 
distributed to all householders except those in Class E. 


We regularly handle distribution for such large advertisers 
as Lever Brothers Ltd., Hudson & Knight Ltd., D. & W. 
Gibbs Ltd., Pepsodent (Sales) Ltd., The Shredded Wheat 
Co., Ltd., Cadbury's Ltd., Westminster Laboratories Lid., 
E. C. De Witt & Co., Lid., Standard Brands Lid., The 
Nestlé Co., Ltd., Symbol Biscuits Lid., C. & A. Modes 
Ltd., Great Universal Stores Ltd., and many others. . 


/{ vou are interested in house-to-house distribution, write for our 
comprehensive booklet. 


Circular Distributors Limited 


21 LCEIGH STReeE®t, 


LIVERPQOOL 1, LANCS 


PHONE ROYal 8861 
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COMMENT 


CHALLENGE 


The year ahead is one of oppor- 
tunity and challenge for all en- 
gaged in advertising and pub- 
lishing. 


Fraser, representing commer- 


The beginning of commercial 
television will affect the media 
pattern, the full impact 

will not be felt until 1956. 


Poe) a 


Talking Points 


Pye ad quotes Luxembourg programme: 
NPA says ban stands 


ONSIDERABLE interest 

has been aroused by a 
half-page for Pye in The 
Times. It was all about their 
Radio Luxembourg _pro- 
gramme “People are Funny,” 
and took the form of a lengthy 
extract from the company’s 
annual report. 


But the Newspaper Proprietors’ 
Association’s Bernard Alton still 
maintains that their ban on Radio 
Luxembourg mentions in news- 
paper advertisements remains in 
force. 


He says the original ban was 
simply to remove Luxembourg 
programmes from the list of over- 
seas radio programmes frequently 
carried by newspapers before the 
war, But advertisers must not 
make any reference to sponsored 
programmes which would encour- 
age readers to listen to them, he 
insists. 

The Pye advertisement said: 
“In spite of the agreement 
amongst the newspapers to ignore 
the existence of Radio Luxem- 
bourg, on the grounds that it 
offered a potential competition to 
their own advertising revenue, 
we were surprised to find that the 
show was arousing great interest 
not ‘only in the provincial press 
but in the national press and 
magazines as well.” 


What will be the NPA’s policy 
when commercial television 
begins? “We will get down to 
that before very long,” says Mr. 
Alton. 


ELIMINATION 


AGAZINE editors have re- 

ceived from the. manufac- 
turers a letter extolling the 
virtues of a new washing machine 
in the hope that they will be 
interested “on behalf of your 
readers.” 


A full-blooded request for a 
free “puff” it is, too. But allow 
the letter to speak for itself : 

“All this [efficiency at 
reasonable price is claimed] has 
been achieved at the expense 
of only one drastic elimina- 
tion, viz. the large advertising 
campaign which is the usual 

concomitance of a new product. 
Since this latter would be dis- 
tasteful to us, we are not un- 
duly disturbed at being. finan- 


cially unable to spatter eulogies 
in the newspapers and blazon 
them on public hoardings. The 
intrinsic value of the machine 
plus the good offices of those 
who feel a duty towards their 
neighbours and/or public 
should preclude the necessity 
of huge advertising, and we 
hope that you will be able to 
help us in this respect. If you 
were to afford us the oppor- 
tunity of demonstrating the 
————— washer in your kitchens, 
we feel sure that you would 
be anxious to give us a write-up 
in your journal.” 

Our italic ! 


TIME FOR A CHANGE 


HOULD the product always 
be illustrated in an advertise- 
ment? The question ranks with 
that hoary old debating point, the 
desirability of showing the price. 
Ingersoll ads. appearing this 
month will revive the old talking 
point . .. but with a slight 
difference. 

Breaking right away from tradi- 
tional watch advertising, which 
lays stress on careful, representa- 
tional drawings of the product, 
- displays show no models at 
all. 


Worked out between Frank 
Edwards, advertising and sales 
promotion manager, and _ the 
agents, The S. T. Garland Adver- 


TO-MORROW’S 


@ New methods in nylon stocking 
manufacture will be introdaced 
shortly. Big publicity cam- 
paigns will follow. 


@Several leading newspaper 
groups are making plans to use 
commercial television to adver- 
tise their publications, 


@ Keen competition in the record 
market—with the accent on 
long players—will lead to 
heavier campaigns mext year. 
Record sales have been 
achieved this year by the lead- 
ing manufacturers. 


@ Next year will see a big increase 
in the use of automatic selling 


tising Service Ltd., the campaign 
is illustrated by scraperboard 
drawings of men’s and women’s 
hands and wrists. Where the 
watch would normally be there is 
a blank. 

The slogan, “Someone's wrist is 
waiting for an Ingersoll” is used 
at the foot of each advertisement. 
There are no headings. 

A similar advertisement is used 
for pocket watches, with a draw- 
ing of part of a man’s jacket. 

Ingersoll say the campa' 
stems from the belief that, to a 
company of Ingersoll’s standing, 
the most powerful type of an- 
noyncement is the reminder ad- 
vertisement. 


SANTA (US) ON A 
(BRITISH) BIKE 


OTE for next year for 

British exporters: Santa 
can be a first-class salesman for 
your products in the United 
States. 

A December issue of Saturday 
Evening Post—circulation rising 
to the five-million mark—carried 
this letter in a “Post Scripts” 
item, headed: “Letters Which 
a To Be Written About 

ow” : 


DEAR Shame LL pos 

I Wave geen AVERY O40 
Boy awd Twew Lie * TET Plane 
Ano A EGLisH BIE AWD A 
SPact SUT AWD A AIREY AND 


Nice compliment for a British 
product. Nice advertising, too... 


TOPICS 


machines—particularly for soft 
drinks in factories. 


_@ Although gencral reports main- 
tain that colour television is 
still a long way off in this 
country, a leading manufac- 
turer of TV sets is planning a 
new building which will be 
used entirely for the manufac- 
ture of colour receivers. 


® Scottish hosiery manufacturers 
plan more vigorous campaigns 
in Canada and the USA to 
meet the challenge of American 
cashmere producers. 


A good product gets the right audience in 
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: . Leaders in all sections of the 9 
a business forecast new advances r 
ns in quality and quantity in 
i 1955. Every note they sound ‘ 
Ra in their New Year Message is is 
p< eae optimistic. 
ex Jesse Scott refers to record ; 
a spending in 1954 and reports 
4 heavy press bookings for the ; 
aS next 12 months. That sets the : 
a barometer fair, for press ad- ~~, 
~ vertising is the basis of the 
at whole business. ‘ 
a In the words of Sir Robert ta 
a cial television, the baby am ad 
Be media, “even if it tried, 1953 P| 
xi could hardly escape being a 
ra five-star year in British adver- ee “— 
ae. tising.” 
a Problems , 
Ps Of course, there are many prob- “f 
e lems to face. ‘, 
; It is encouraging to note that 
A established media ure not pessi- 
ee: mistic in the face of new com- 
ee Indeed, the only note of worry is cain 
e to be found in. the words of 
ets Alan Wilkinson, leader of the 
5 eae advertising agents. He says 
: i, Sai a 
re. the near future be given more 
Bae. information than is available 
: the" good. tart ‘which Is v0 Pe |= , 
ane the good start which is so 2 
Tee essential to this new medium - 
. euanesan orapenaomaans a 
Fi, That is a serious warning which : 

Sy il the Independent Television 7 
Oe: Authority will surely note. 
. Opportunity | 
$ Of course, the publishers have 
SS. as shortage of newsprint, there 
M are rising costs and the threat , 
eee of substantial wage demands 
ee That is 1955, Full of problems, | 
oa ‘or those prepared to meet : 
v and overcome them. 

@: Certain it is that the optimism © A leading publishing house is 

is and buoyant resilience of all planning to launch a new ; 

Nae engaged in advertising will magazine for women. 

etl the business to new ’ 
ae heights of achievement. po ROUND TABLE ; 
. ae ———— ae 

ae. r h = | a 

a Pe he Listener | 

ee ae a . aio : ee > 7 if ae a “ae = 3 - * ay ae . ae A a ae ea. ee ee af is , 
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_ It’s not everyone 
who can afford to 
drink spirits these 
days. It is, therefore, 

a clear indication of who has the money now when 
the I.1.P.A. Survey reveals that more than 1,000,000 
men who can afford to drink spirits read the Daily 
Mirror. Jn fact, the Daily Mirror can claim 32%, of all 
spirit drinkers amongst its readers. 


The redistribution of true purchasing power which 

has taken place in the last few years has widened the 

mass market so much that there are very few products 

i aS which are not covered by it and, with the biggest 

biggest xa daily net sale on earth, the Daily Mirror is the 

: # world’s greatest mass market medium. Space in the 

daily sale ie Daily Mirror is astonishingly economical, too. With 

on earth 4: over 1,180,000 more readers than any other national daily, it 
> has by far the lowest square inch per thousand space rate. 


va ee, tis aig Me 7 le e 
a eT ee ‘ 7 
. ys 
7 
—s 
eee Z 
ia 
: 
. eS % ; 
wes ; ; 
fn we 
+4 2 
} Be a 
» pe . P . 
¥ " |) a g 
, ae * 4 iy < 
; a , al ; 
; i ’ he, aryl q 
[a ihe S es == ee Pita 2 
: a . f By oe ' 
oo), ae oa ~~ ey Bat eh i i 
ps ae 4 : . ¥ - =~ el =. oe Be, 
° aS seen f, a i ate, eae , om © ag Bt 
~ si i Bie - & 4 oy ee oe “Sta a o 
i sceailll Sao f Bo gee = os + 5 
‘ a ie . ‘~ , “a . 4 5 a ° i 
~> bd 2 aa i? 4 : Le 2 : j 
~ s 4 me ea a 8 “it 7 i ; ——_ = 
oe ae ‘ Re tea 7 i <5 mat __ 
a a a <= » Ma ae = ; 
Bh es ae i ‘ a ; isl ee 3 \ 
aie ere re : 7 me nam Ray) een | 
ae a ) Fe eee ; rr: : 
7 * lei Ste aa , 23. | nn Paes ey ie. 
~ ee a Beas 4 1 a i ore / i. 
f ea dade 7 ee “a - 
: : — | we Hee cia | 
oe. 2 eS as ; ; 
aes | eae ae _ a = 7 
: 15 @) Seago’ ¢ * bea ae Be a ca a z 
Fg ee Boe =a i 4 ae 4 
4 ; : 0 tee ae { : . ie all ee § - 
: ar ci {he Br / uae ae 5 
he : a : 
: : re ips % ie ie op ee 7 
: Pees at . . “= Ta pe aM) q 
: . ay a mtd! ties ak a. iret 4 ‘ be? eT Te) . 
et ‘ean 1 aa anaes —_— Se eS “eal 7 
f Ste. . : “ss Tey ee > oo ee 2 a ; 
a nt Rah - aoy el LOE C2 ee “8 4 vi 1 
E 5 oe : “tee TY es. bs ni ft ‘ 
7 : ; TO ek fe coke “ie ee y i . 
ae pl - iy Oe 5 AS. ) s . 
; . , : va we 7 
+ : i Se «. ti See A aan ay 
2 . * oo iw . E Ot Es Sh, } rf : sie 
F < hy a ys iy % > he ae - -. Fan ort 43 E 
: : : 2. j _ a oa 
Tae ot So ee rs jd Yd : 
_ sel oe FF A eS, THoy PR\ > . = , - és" oe 
2 Pe oa care ed Sarna S f 748 _ 
ae 7 - ————— = is : 
| aoe es nme _ sa in. . 74 +N - 
' _ ° a — 4 —_ be oe . k:. 
' — ee ae ———— a : a 
3 ms — a 5 Ae ia 
mrt : a : " on 
> 7 om * a "hel 4 
: yar a 
ty 
” any ] é 
éow 3 
v4 act’ : 
; ‘hy * ane 
Be #\' ra 
. A Ps, “4 ; 
ay ys - 
= io. *S oe) in 
. 5% ‘ 
La ‘Mn _ 
. c eh J ’ : 
. ¢, 7 ry : ‘ 
: lt ; 
z i * mS . 
Bh a [wen ae hte, - 
; # " 
4 if Me : 
‘ E Tes . 
‘on | . d 
. $s ig 
we ive 
; 
me ‘ 
; is 
: a 
_ “e . 
t> a 
¥) a 
. wae 
be%s 7a 
had Z 
Ama @ 
a eee. >| iA . ye 
as S77) : 
J Roh ’ a 
aa och’ 
' oy bs ' J 
if ; 
= oe DREAD ak Faas ’ ; Pare 
‘ es See AP te BE Sed tN nh he De ee Prt eee te OF Pes dig oF : Ae oe ee Sar a 
2S ta Pres fed os eR > Vy a, SORA +7? “ne, PTI at .3“ 2 ae “%, eo Wile Ai hE 
: Ek Sen IR IE ETE Sa MER! Ma” ahi de at hy DA BE Cas ie ter et 2 
a 
a 
‘ 7 “ < 4 a 
iS ’ a 
eet si ao il 7 : _ ‘ ; . i - 
ea . oa eo ee" hon © ee oe A ——. ae = eo 


am 
% 
Fr 
3 


ADVERTISER'S WEEKLY 


el 
bs 


IT’S UNDER ADVERTISED—7 : 


834 


Under the broad interpretation of the title of this 
series, the advertising agency is “probably the Cinderella of them all,” 
contributor, who, in this article, outlines his own ideas on— 
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How to advertise the agency 


HE title of this series: “It's 

under advertised” does not 
necessarily mean too little money 
is spent on a group of products or 
services. It also embraces those 
products and services which are 
under advertised in the sense that 
their advertising does not get 
down to cases. One group of 
advertisers which qualifies under 
this heading is the Advertising 
Agencies. 

When Bernard Gutteridge pub- 
lished his book “The Agency 
Game,” ApverTiser’s WEEKLY 
and many others asked “Why 
doesn’t someone write a book on 
the hard-working, sincere people 
in advertising?” 

There is no need to write a 
book, All that is needed is a 
series of really good advertise- 
ments by the agencies. One 
would gather they are equipped 
to produce such a requirement. 


The perfect example 


Good advertising is produced 
for some agency campaigns but 
by and large agency advertising 
is bad, Under the broad interpre- 
tation of “It's under advertised,” 
the advertising agency is probably 
the Cinderella of them all. Here 
is the perfect example of “No 
child so ill shod as the shoe- 
maker's child.” The following 
covers some of the major short- 
comings : — 

@ Agency advertising in the 
main is not only spasmodic 
but self-conscious, almost to 
the point of including “a 
picture of the factory.” 

@ Said the account executive to 
the client: “The essence of 
successful advertising is con- 
tinuity, The reader is not 
interested in you but in what 
advantages you can offer 

im.” 


@ When not pompously self- 
conscious, agency advertis- 
ing gives the artists and copy- 
writers an uninhibited chance 
to show their artistic ability. 
“Clever-clever” copy and 
New Yorker artwork are 
usually the result. 

®@ Said the account executive to 
the client: “The public you 
are trying to reach have a 
— They want to know 
iow you can help them. They 
take themselves and their 
problem seriously ; they can- 
not see in it any subject of 
entertainment.” 

@At times it is difficult to 
determine to whom agency 
advertising is addressed. It 
is invariably an umbrella 
approach t that vast field 


of advertisers who might 
spend anything between 
£5,000 or £500,000. 

@ Said the account executive to 
the client: “With your 
limited appropriation you 
are trying to say too little to 
too many. You could 
achieve greater conviction 
by confining your appeal to 
a smaller group and thus 
provide yourself with the 
opportunity of being more 
specific in your message.” 

@ In the same way that agency 
advertising fails to select its 
audience very definitely, it is 
a rare occasion when an 
agency advertisement elects 
to establish clearly the 
nature of the “product” and 
its special advantages. 

@Said the account executive 
to the client: “It is essential 
that we say quickly and 
clearly in the advertisement 
what we have for sale, what 
it will do and why the reader 
should have it.” 

And it goes on. 

Agencies skilled in their jobs 
stem to forget all they know 
when it comes to preparing their 
own advertising. It is a job which 
is either delegated to a promising 

young member of the agency or 
is talked out of existence in a 
full scale internal meeting. 


Picture of character 


This “pick-an-idea-out-of-the- 
hat” way to do it, this talking 
oneself into not doing it, is 
usually the result of one ww 
before an agency can usefully 
spend a penny on advertising it 
has to make up its mind what 
kind of an agency it is, or at least 
the picture of its character it 
would like to convey to prospec- 
tive clients. 

Determining this specific iden- 
tity is something of which most 
agencies, particularly those who 
need to advertise, fight shy. Most 
agencies have an individuality of 
their own-that could be success- 
fully expressed in terms Of adver- 
tising. Yet they hesitate to do this 
for teed that a client who is in 
the market for a new agency 
might not recognise the solution 
to his need in an advertisement 
of somewhat limited appeal. The 
result is a “Vicar of Bray” cam- 
paign. 

Assuming that the agency is 
prepared to chance its arm on 
establishing a specific character 
for itself in its advertising, it 
should then take its courage in 
both hands and decide what kind 
of clients it wants. 


This is not so outrageous as it 
may seem. 

Conditions decide the matter 
to a degree, whether the agency 
agrees with it or not, In a 
medium-sized agency with, say, 
two dozen accounts, its field for 
expansion is immediately limited 
by existing accounts. General ad- 
vertising is therefore wasteful 
from the onset. 


Rate of output 


An agency's facilities narrows 
the field still further. Some are 
equipped for high speed output, 
others have a studio familiar 
with and able to handle fashioa 
advertising; there are “copy 
agencies,” “art agencies,” “mar- 
keting and merchandising agen- 
cies.” These determine the type 
of business that an agency is best 
equipped to go after. Thirdly, it 
may be the agency's policy to 
spread its risks among a number 
of medium-sized accounts, rather 
than concentrate on one or two 
big ones and a few “limpets.” 

Having accepted all these 
qualifications, a very big field of 
operation is still available—and 
much of the wastage has been 
eliminated. 

How specific can an agency's 
advertising afford to be? Before 
answering that question it is as 
well to bear in mind that if the 
agency advertising produces just 
one worthwhile customer, it has 
done its job. The agency cannot 
get, and does not want, mass 
casual readership; the agency 
wants small, but intense, reader- 
ship—and to get this if must have 
something worthwhile to say. 

Determining what is worth- 
while should start on this basis. 

Normally the man who decides 
on an agency appointment devotes 
but a fraction of his time to 
advertising as the agency knows 
it. The client's day is made up 
of such things as raw material 
costs, output, transport, income 
tax, bank rates, labour disputes, 
sales organisation, etc. — and 
advertising. He probably holds 
his job because he has a shrewd 
knowledge of all these things. He 
is a business man and he talks the 
language of a business man. 
Keep the long-haired boys away 
from him. The agency can gain 
his confidence by talking his 
language, showing that they have 
also a shrewd business sense. 
His office may well be in a dreary 
midland city, overlooking a fog ; 
he may have doubts about the 
practical business “know how” of 
“those advertising people.” 

How can an agency be sure 
of its advertisement getting his 


attention, his readership and 
his interest ? 

One way to talk his language 
is to let the advertising address 
itself to one industry where it is 
known there are worthwhile 
accounts to be had. Let the 
agency get down to cases, equip 
itself for such a new account by 
learning something about the 
industry (the potential customers), 
stating its knowledge and appre- 
ciation of the selling problems. 
No advertisement or series of this 
kind could hope to put forward a 
complete and practical solution, 
but its subject matter must be 
of interest to the reader. 


Another subject which interests 
most advertisers, particularly 
those who spend between £40 to 
£50 thousand, is what importance 
would be accorded by an agency 
to their account. Answering this 
question provides ample scope for 
a very readable advertisement. 


Cost of services 


The medium-sized agency can 
say, in truth, if it will, that a 
£40-£50 thousand account will 
get the “top level” treatment all 
the time. The larger agency can 
promise the services of “top 
flight” administration and creative 
personnel. 

A very large proportion of new 
business is acquired through 
recommendation. Although 
agencies have been known to 
advertise a list of their main 
clients, we have yet to see an 
agency campaign which uses for 
its theme client recommendations 

“a series under the heading of 
“Why we appointed the Blank- 
Blank agency. Read this client's 
comment.” True, it is a back- 
room idea that requires more 
than copy and layout to achieve. 

Outside the press advertising 
field, how many agencies have a 
down to earth brochure about 
themselves, which can be given 
or mailed to likely contacts? Not 
the kind of brochure which for 
an opening gambit starts: “Jn the 
quieter reaches of Fleet Street, 
you will find the House of . 
but a brochure which gets down 
to facts by starting off with 
“What we know about selling.” 

Again, how many agencies ever 
think of using the trade press in 
those fields ~~ the they would like 
to acquire an account? Finally. 

There is an opportunity for 
an advertising agency to make 
advertising history with its own 
advertising. Let some cour- 
ageous agency appoint another 
equally courageous agency to 
handle its advertising ! 
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How to produce an entertaining 
but hard-selling TV commercial 


By HERBERT MARSHALL 
Director, Advision Lid. 


O write about the produc- have only seen isolated commer- be the entertainment value of sive. gg? yh — for 
tion of British television cials projected here, and a few future commercials that they example 8 
commercials is somewhat of a ave studied them at first hand. may have a greater viewing simple little model, m y deat 1" 
resumption in view of the However, mum material has public than the programme ! then you can be sur 
my ella Me Be been been written about TV in the How to reach this standard? —. . ae a imple “tle 
‘ m : ited States, and of the Single goal aim 
presented to the British public ! ie then pikes thie the pal aim apparent simplicity of a work 
Therefore, no one knows the British advertising point of view American experience shows that of art the result of years of 
impact on that public nor has been written by Kevin Hib- roy ho Sof these commercials ~ effort, and 
what | s have to be lear berd. , — . 
Se a ia thor. 10, beni. ith, they "mont bs Remember the great Tapane 
it ink. ond een peut’ to . simple, a aim at a definite << painter Hokusai, who said when 
_ ; - ‘ 7 t « « j P - 
Need t really scientific in their analysis clagie bey — voles al he was 75, — 5 om pen ere. 
oo prepare of this medium. However, the senen, Snes S ing how to draw 8 Guck i Bigat. 


image, must eradicate all extrane- When 80, “Now I can draw a 
ous material, visual and aural (or wave of the sea,” when 85, “Now 

= Shall we soon be saying video and) | can draw a curve.” In other 
prepare and produce such TV ‘he whole programme. In this sudeo?), and must—like the words, do not think that the 
commercials, we are forced to ‘country, the Television Bill speci- 


orator—say what is going to be necessary simplicity of 4 commer- 
create some hypothesis on which fically lays down that the fele-  saig, say what is said, and then cial can be achieved by crudity, 


Nevertheless, as we in the busi- first thing to understand is that 
ness are faced with the need to ‘i the US, advertising can enter 


to work a priori until the day "!sion programme must be free of say what has been said. or parsimony, or by short cuts. 

comes when the public will teach “!¥ advertising. Well, of course, these rules Let me give an example nearer 

us the truth of our hypothesis—a Secondly, it is necessary to un- seem simple enough. Alas! In pome. Recently a special show- 

posteriori | derstand the different nature of practice they turn out to be very ing of the prize-winning advertis- 
Now what have we to go on? British advertising and American complex. ing films from the Venice Festival 
Firstly, the experience of as well as the different characters How often is the most 

American commercial TV. of the two peoples. The efforts simple thing the most expen- @ Continued on page 636 
Secondly, our own BBC TV. of the sponsors will, clearly, not ; ; a : 


Thirdly our experience in the go partly into the making of the 
associated arts of the cinema, programme and partly into the 
theatre and radio, plus the art of advertising inherent or injected 


advertising. into it, but will be concentrated That PROSPERITY and 
One can only here start to deal isi 


entirely on the advertising space 


with the experience in all these itself. Perhaps this is a good 

fields, plus the experience of our thing. Certainly, it means a SUCCESS may come lo 
own ey Many, of streamlining of effort and should il f ‘ d . 1955 
course, have not seen American tend to make the advertising cae 
commercial TV at work, some better. Who knows, such may a our Iriends in 


through increased Sales in Wales 
is the sincere wish 


WESTERN MAIL 


AND SOUTH WALES NEWS 


SOUTH WALES ECHO 


AND EVENING EXPRESS 


WEEKLY MAIL & 
CARDIFF TIMES 


HEAD OFFICE: 
Tests have recently been conducted by Advision Lid. to discover F 
people suitable to present television commercials. The group in front ST. MA RY STREET, CARDIFF 
of the camera includes Herbert Marshall and K. 8. Hibberd, of 
Advision Lid., and L. Pullen and G. Haves, of Charles F. Higham Ltd. | 
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Tver see a seal 
SON § 


Is there something up his sleeve, will it leap out of his 
shining topper—or is it just an aquarium behind closed 
curtains? Whatever it is, he’s got his audience! A seal is 
exciting! 

Seals such as we make — jewelled, embossed, brilliant — seals 
for boxes, packs, anything you have to sell—are just the 
things to catch the eye of the beholder, trap the wandering 
attention, stimulate interest, get in before the others! 


And these are the seals for which we are famous : 


Meteratt 


Bold, sculptured, it is embossed on 
heavy metal foil. Gives power and 
dignity to quality booklets, show- 
cards and p ; 


Cameo 


Brilliant jewel-like paper seals deli- 
cately em in splendid colour. 
Embellish pottery or glass, cartons 
or woodwork. 
Filimet SFP, 
Delicate fili seals in thin sheet 
metal. Ideal for names and trade 


marks on almost any surface. Can 
be moulded into plastics. 


Samples and prices gladly sent on request. 
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MIDLAND ROAD, WALSALL 
and at: 29 LUOGATE HILL, LONDON, E.C.4, CITY 7357 
MANCHESTER, 3, DEANSGATE 7829 


55 MARKET STREET, 


? 


WALSALL LITHOGRAPHIC C° L™ 


Phone: WALSAI.L 5486 
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was given. We saw the finest 
animation, cleverest tricks, most 
ingenious “gimmicks”—and what 
stoed out from them all? A 
simple film of a mixing machine, 
which just showed and said 
nothing else but Starmix—Starmix 
will do this, and that, and this 
and that. And members of the 
audience wanted to go and buy a 
Starmix because they were con- 
vinced it could do everything in 
the home, including washing the 
car and feeding the cat! 


Question of style 


Not all products lend them- 


| selves to this type of advertising, 


and the crowner is 


however. And here comes the 
next important factor. After you 
have decided on what you are 
going to say—you must decide 
how. That is, the style of the 
commercial. 

Now there is much confusion 
about style and what it is. Docu- 
mentary, industrial, animated, 
puppet, straight, comic, slapstick, 
etc.—well, there are various no- 
menclatures which still do not 
explain the nature of the style. In 
my view, style is determined by 
the attitude of the artist to his 
subject matter. It may be cynical 
—you get satirical comedy. It 
may be sentimental—you get 
melodrama, It may be sym- 
pathetic amusement—you _ get 
comedy. It may be poking fun— 
you get burlesque. 

And every style is a two-edged 
sword. 

A slapstick comedy may poke 
fun at your product—to its Setri 
ment or to its betterment. It may 
say: We are so sure of the value 


of our product that we have no 
fear of making fun of it. Remem- 
ber the old Ford? It may be 
that you are so serious about your 
product that you become pom 
ous and stilted pseudo ly 
results. 

So choose your style carefully 
—it should emerge naturally from 
the subject matter if properly 
treated. But beware of mixing 
your styles—and confusing the 
issue. Beware of running away 
with “gimmicks.” Reverting to 
the Venice Festival winners—it 
may be a clever idea to have a 
snake-charmer induce the dental 
paste tube to emerge from its box, 
then have the dentifrice emerge 
from its tube like a snake and 
dance to the sound of the snake- 
charmer'’s pipe. But is it a good 
idea to associate that which one 
has_to put into the mouth with a 
snake? Most people have an 
aversion to snakes. 


Form of commercial 


Your commercial may simply 
take the form of one person sit- 
ting and merely talking straight 
to the TV screen—no moving 
about, no sets, no props, no furni- 
ture except a chair. Just a per- 
sonality talking. It may, on the 
other hand, be some very brilliant 
shots achieved by a crack camera- 
man, It may be a brilliant juxta- 
position of shots by a editor. It 
may be a brilliant design of an 
animated cartoon. Each can 
achieve the same objective in 
different ways, according to the 
nature of the product and its 
treatment, i.e., its style. 

Be sure the men producing your 
commercials understand that. 


How to present 


HE inclusion of a memo and 

a pencil on a point of sale 
showcard for Whitbread’s extra 
strong ale serves to bring a per- 
sonal and friendly effect to the 
selling effort. 

Designed by Richard Lons- 
dale-Hands Associates, the back- 
ground colour of the showcard 
black with 


ale personally 


the name in red and outlined in 
gold, with other lettering in 
white. The ale bottle has also 
hese supplied with “family” style 
abel. 


The dignity of the colour 


scheme, combined with this inti- 
mate touch of pencil and memo. 
is effective in drawing attention 
to the quality of the product. 
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POSTERS COMPLETE THE CAMPAIGN 
WITH REPETITION IN COLOUR 
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Review of Advertising 


Polling along in 
the bus 


Y omnibus was held up in 

a traffic block created by 

all the taxi-cabs full of account 

executives queuing up for lunch 

at the Savoy, so I settled down 

to eavesdrop on the middle- 
aged couple in front. 


She was a pollster’s dream of 
an Average Rmnmnite if ever 
there was one, though it was hei 
meek little man who confined his 
answers to “yes,” “no,” and “I 
don't know” as she chattered 
away about everything she saw. 


The funny face 


Presently she caught sight of an 
enormous milk poster near the 
Tivoli cinema and studied it in 
silence for a while. Then she 
said: “They are all using her for 
a catchpenny. The girl with the 
funny face.” 


When at last we arrived at 
journey’s end | leaned forward 
and asked if she remembered 
what the girl with the funny face 
was advertising. “A shop,” she 
replied, and then “No, I'm a liar. 
It was a food, I think. Choco- 
late?" “No, it wasn't that; it 
was a drink,” | prompted her. 


And then she remembered, 


Let's open a bax of 


Home Made Assortment 


The  Hecoletes are hanger thar emmt and they're covered with 
The ‘comers age rather operial 


the Pewet qpabh iy chasnuhane 

were hee nein & fem, 
= cream fer Cc amnple 
gered dente 


Newld’s Hume Maile Anmorement ow 
0 poral tourh of tenpraliny to 0 Gilevisan porty ox 0 lendly 


The real objection to similar 
presentation is that it causes con- 
fusion, and the best reason for 
avoiding it is that everyone 
suffers. When advertisers all 
begin to run after the same new 
kind of lettering, the same new 
artist, the same new model or the 
same technique they are very 
rearly as guilty as the advertiser 
who -borrows another's headline 
or picture situation, All that can 
be said in their favour is that they 
are free from the deadly sin of 
pride, for they are admitting in 
the eyes of all the world that they 
consider another advertiser's ideas 
to be better than anything they 
can think of for themselves. 


* * * 


Nesrié’s art also free of that 
deadly sin. Where 89 separate 
advertisers at the latest count 
have used the headline “—-the 
greatest name for cotton, bis- 
cuits or what have you,” this 
advertiser says “Nestié’s—-a very 
good name for chocolate,” which 
is modesty indeed. 


So far, so good. But I can- 
not believe that even the most 
avid of chocolate eaters has ever 
been made to drool at the mouth 
by a picture of chocolates in 


Copytaster does 
not see any point 
in showing choco- 
lates in black and 
white even when 
they are as well 
drawn as _ this 
Nestlé item. 


strawberry 


i 
Re ed 


By COPYTASTER 


black and white even when they 
were as well drawn as these ; and 
indeed | find it hard to believe 
that a sketch of the most expen- 
sive chocolates in the world 
would look any different from 
one of the cheapest. 


Showing the chocolates 


I see no point in showing the 
chocolates like this. To make 
them seem precious or delicious 
one needs to show them being 
treasured or enjoyed. 


Better still, perhaps, as these 
particular chocolates are de- 
scribed as home-made, the adver- 
tiser might give us a glimpse of 
the home and the little kitchen 
where they are made, its table 
heaped with a keg of rum, a pun- 
net of strawberries, pans of 
cream, a piece of marzipan and 
some “finest quality chocolate.” 
It would be quite a sight, and a 
splendid exercise for the artist's 
imagination. 


Nectar and ambrosia 


I can’t conceal my belief, how- 
ever, that the British are scan- 
dalously un-American in their 
attitude to home-made food. 
“Cookies just like Momma 
made” have never been our idea 
of nectar and ambrosia, and 
Cadbury's have surely never 
been even tempted to pretend 
that theirs is a factory in a 
cottage garden. Indeed, they are 
clearly convinced that truth in 
advertising pays—a_ conviction 
that I happen to share. 


* * * 


WHEN you have washed behind 
the ears with coal tar or carbolic 
and cleaned your teeth with 
irium, ammonia, chlorophyll or 
sodium-rhinicolate (or all four, 
to be on the safe side) there is 
yet another big bathroom treat 
from the chemical laboratory in 
store. Bio-chemistry this time: 


“Colgate contains Humec- 
tant. Thats why Colgate 
remains creamy, moist, alive on 
the face right through the 
shave.” 

So there it is, all alive-oh, and 
you are supposed to give it the 
death of a thousand cuts with a 


@ Continued on page 840 
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The strange effect. that the new 

synthetic fibres have upon copy- 

writers has been noticed by 

Copytaster. Although it must 

be intensely irritating to pendants 
it is undoubtedly lively. 


Ree ree Sine pee 
ee eo) 


The fashion prevailing among 
copywriters working on synthetic 
fibre accounts seems to be a 
curious kind of telegraphese with 
most of the nouns left out. In 
this instance there are four 
sentences with but one verb... 
ond that an imperative ! 
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Seeing us now, some people might be tempted to think 
we are as young as we look. All the spit and polish 
of a brand new building. All the instruments of 
progress—automatic addressing machines, quick-filing 
systems, franking machines. Yet ours is the oldest 
direct mail service in Britain. 

Eighty-six years ago, Mr. George Septimus Smith 
compiled our first list of addresses. Business grew, 
it flourished—and still does, under the name of Smith, 
Dalby-Welch Ltd. Enemy bombs destroyed our 


famous old building, but a new one has taken its place. 
Today we feel as young and vigorous as we look. 
SDW lists of addresses include professions, businesses, 
trades and individuals in this country and abroad. 
They are brought up-to-date and added to daily. 
Our staff have years of practical experience. And our 
charges are very reasonable. Why not see it all for 
yourself? Come and look round the oldest—~and most 
modern—direct mail house in Britain as soon as you 
can spare the time. 


SMITH, DALBY-WELCH LTD 


Established 1868 


11-12 HALF MOON COURT, LONDON, 


E.C.2 TELEPHONE: MONARCH 9671 (5 lines) 
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REVIEW OF ADVERTISING —continued 


safety razor blade. What about 
a Society for the Prevention of 
Cruelty to Lather? What about 
a new inanimate brand of shav- 
ing soap—and less inanity in 
advertisements ? 


* * * 


Have you noticed that the new 
synthetic fibres have a strange 
effect on copywriters’ English ? 
They turn it into a curious kind 
of telegraphese with most of the 
nouns left out, and although it 
must be intensely irritating to the 
pedant, I find it rather lively: 


“Terylene furnishing fabrics 
take a deal of punishment with- 
out creasing or tearing. Hang 
well. Look elegant.” 

“Terylene net curtains-~ 
almost too good to be true— 
don't stretch, shrink or rot. 
Drape gracefully. Wash and 
dry in next to no time and do 
not lose their shape.” 


“Choose from: SPUN NYLON 
(looks and feels like wool). 
Crimpep Nyon (Very new. 
Very resilient. Dull finish). 

“Nylon for socks--whatever 
your walk in life. Nylon for 
busmen and businessmen, 
underwriters and overseers. 
Nylon by itself—so tough. Or 
with wool—so long-lasting. 
Ask any woman about nylon.” 


The last is the antithesis of the 
others—a complete piece of copy 
in four sentences with but one 
verb among them and that an 
imperative! 


* * * 


THe pest Christmas headline 
was from Harrods: “Everyone 
is a Santa Claus to somebody.” 
I say it is the best because it 
makes the reader pause and think 
for a moment, while most head- 
lines are simply a signpost saying 
“Christmas.” —_, 

I also liked: 


“Christmas is the present time 
for Tweed.” 


“Feet First this Christmas’ 
for Morland Slippers. 


“Jingle Bells, Jingle Bells, 
Jingle all the way. 

How lovely Plaza Nylons are 
To give on Christmas Day.” 


“Nothing like nylon socks 
for Christmas stockings.” 


_. There was also this—and it gets 
a booby prize for seasonable 
silliness :— 


“Christmas comes but once 
a year ... but there's always 
HORNIMANS.” 


40 


The copy, in case you care, 
reads as follows :— 


“In fact, HORNIMANS TEA 
has been, for 129 years, the 
pride of the hostess, the delight 
of the guest—and a happy 
stimulant to Christmas-stricken 
parents.” 


The last five or six words are 
so much better than the rest, that 
I think the client's blue pencil 
must have broken before he got 
to them. 


So far, praise be, I have not 
found the abominable abbrevia- 
tion in any advertisement this 
Christmas. 


* * * 


For THE Nice Nellies who 
were so immoderately angry 
about The Agency Game, | can 
recommend a novel that will 
finally burst their blood vessels if 
they can manage to find a copy. 


Its title is The Space Merchants 
and the authors, Frederick Pohl 
and C. M. Kornbluth (published 
by Ballantine Books, USA, 35 
cents), have clearly worked in 
American advertising agencies. 
The book is set in a distant future 
“when the advertising agents 
have taken over.” I quote from 
the blurb on the cover. 

You will particularly enjoy the 
bit about the Galeadhing de- 
partments to which the kidnapped 
(or is it kidnaped?) account 
executives of rival agencies are 
sent, and the soft drink that 


. ig, 
wthCOLGATE 
Guaranteed — 


Biochemistry rears its head in this 
advertisement and leads Copy- 
taster to inquire whether anyone 
has ideas about a new inanimate 
brand of shaving soap. 


simultaneously creates a habit 
and raises an inordinate thirst. 

A Nice Nellie could ask for 
nothing more titillating in her 
Christmas stocking. 


Quality Displays to Sell Quality Goods 
Year by year we win 
more and more prizes 
for our Silk Screen Colour 
Printing—proof positive 
of the quality of our 
quantity work. 


Leading Advertisers and their Agents use 
our service regularly because they know 


they can count on a good job produced 
to time. 


Why not let Display Craft handle the 
Production of your Point-of-Sale Display 
material in 1955? 


Sgt SRL. bm > ; . 


A set of Sales Aids designed by us to sell Quality Goods 


DISPLAY CRAFT LTD. 


THE FULLY-MECHANISED DISPLAY PRODUCERS AND SILK SCREEN PRINTERS 


88 ACRE LANE, LONDON, SW2 


BRIXTON 787! (4 lines) 
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For the whole of 1955 all colour has been booked, and, reservations for bleck-and-white 
are extremely heavy for every issue during 19<< 
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Sales. 


You are expected to produce SALES - 


and yet you are, generally speaking, concerned 
only with the promotional and advertising 
aspects of your clients’ marketing. 

Product development, Merchandising, Distri- 
bution, Selling—these too are essenti 
ing functions because they can make or break 


To include these elements in the service you 
give your clients would be most desirable ; 
soon it may be vital. 
systematically and economically, 
thinking about now. 


Please write to or ‘phone : 


A CONSULTATIVE SERVICE FOR MARKETING 


te 


market- 


How this can be done, 
is worth 


A. H. CORNWALL, 
F.Comm.A., A.M.I.LA. 
28 St. George Street, 
Hanover Square, W.!. 

MAY fair 3453. 


J 


a group of nine 


influential newspapers 


A.B.C. 


NET SALES 


118,585 


Associated Kent Newspapers Ltd. 


LONDON: E.W. PLAYER LTD., 30, FLEET ST. ECA. 


GREETINGS FROM THE JEWISH OBSERVER 


for a Happy and Prosperous New Year. 
May the cordial relations with Advertisers and their Agents be 
maintained and strengthened in 1955, 
THE JEWISH OBSERVER 
Editor : Jon Kimche 

Published Fridays. 
15,382 weekly, ABC Certificate. Specimen copies and rate 
cards from Advertisement Representatives :— 


WILLIAM SAMUEL & CO., (London), LTD. 
17 PHILPOT LANE, E.C.3, 


Price 6d. 


Tel; MAN 0428-9 


SILK SCREEN ARTS Lt 


97 SHIRLEY ROAD. CROYDON 
ADODISCOMBE 3147-8 


HIGHEST GRADE 
CLEAN) SHARP 
RAL MANY 


/PEEDY SERVICE 
\ EXPRESS ¢ 
VELIVERY 


HILL & ECKERSLEYS 
LIMITED 


LETTERPRESS 
COLOUR 
PRINTERS 
NEEDHAM AVENUE, 
CHORLTON-CUM-HARDY, 


MANCHESTER, 21. 
TELS: CHOriton 1060/6586 
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Ad Man’s Bookshelf 


The best of the 53-54. MG 


in a new anthology 


Once again Ivor Brown has made a selection of excerpts from a 
year’s “Manchester Guardian” files to provide one of the year's 
outstanding bedside volumes. 


HIS is the third time that 

Ivor Brown has ransacked 
a year’s files of the Manchester 
Guardian to present a selection 
of engaging pieces suitable for 
reading in bed at any time... 
or strap-hanging in the Tube for 
that matter.* 

This time round, the year is 
1953-54, and it follows the other 
two because, as Brown says in 
the Foreword, “sufficient bed- 
sides were deemed to be inade- 
quately furnished without them. 
I can only trust that the mixture 
as before will be as welcome as 
before.” No question about that, 
although devotees of the annual 
“Two Freds” affair may perhaps 
note with sorrow that “Since 
cricket was se largely represented 
last year in the accounts of the 
Australian Tests, the game has 
been largely ‘rested’ on this 
occasion.” 


Attractive classified items 


Undoubtedly those connected 
with classified advertisements 
come into their own with this 
edition because a description of 
how marriages are arranged in 
India to-day includes some 
delightful items: 


Wanted a Goan Catholic girl 
age 25-32 for marriage with 
Government Servant Bombay 
drawing £800 p.a. Dowry un- 
necessary but must be slim. 


Wanted Spinster or Virgin 
Widow without encumbrances, 
aged about 25 but below 40 
..« fair, slim, healthy, medium 
height and good appearance. 


An entertaining book 


The article headed “The New 
Journalism,” by A. P. Wads- 
worth, is included. This was a 
review of Hugh Cudlipp’s history 
of the Daily Mirror, “a highly 
entertaining book, full of the 
Mirror qualities of liveliness and 
audacity .. . Mr. Cudlipp writes 
of him (Cecil Harmsworth King) 
with enthusiasm, almost of a 
Buchan hero. Besides the 
tycoons, there are working jour- 
nalists, of whom the Mirror has 
had a brilliant succession.” 
Some of the pieces gathered 
together in this book cause one to 
use and wonder about the 
uture (“Middle-Class Budgets”), 
some send the mind wistfully into 
the past /*Dawson in Decay”), 
others tend to make one wish that 


* The Bedside a” ome published by 


| Collins, price 12s 


time stood still (“No. 33,333"—a 
leader written to mark the 
33,333rd number of the Man- 
chester Guardian). Those who 
try to cope with this distinguished 
newspaper day in day out will 
realise the task that faced Ivor 
Brown. Once again he is guard- 
ing the bedside in a first-rate 
fashion. 


School year book 


Education Committees Year Book. 
1954-1955, published by Councils and 
Education Press Ltd., price 25s 

HIS is a standard reference 

book for the national educa- 
tion system and has been fully 
revised and brought up to date. 
Its most important feature is the 
section devoted to 196 education 
committees in England, Wales, 
Northern Ireland, Scotland and 
the Channel Islands. Details are 
given of the chairman and mem- 
bers, chief education officers and 
specialist officers; number of 
school departments, technical 
colleges, institutes, etc. 

In addition to the normal index 
there is a detailed index of ail 
the 207 divisional executives and 
excepted district education de- 
partments. Particulars of the 
various national educational 
bodies and other educational 
institutions are also to be found. 

Many advertisers will need the 
information given in this year 
book in view of the vast sum 
which is now to be spent on 
higher technological education 
and the necessary equipment. 


| TV display unit 


He 
’ 


This display unit based on the 
“little house’ which has featured 
in much of their recent publicity 
material for valves and television 
tubes is now being produced by 
Ediswan for use in local exhibi- 
tions and large showrooms. 
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by Rushworth Fogg 


Campaign to tell the 


layman about advertising 


LASGOW has quite 
definitely launched its 
campaign to put the advertis- 


ing point of view to the 
intelligent layman 
Nobody can say the local 


agents did not make full use of 
the opportunity handed to them 
when Melville Dinwiddie, BBC 
Scottish Controller, launched an 
after-luncheon attack on com- 
mercial television, claiming that 
it would make the goods adver- 
tised dearer. 

| have measured over 50 
column inches in the correspon- 
dence columns in three weeks 
since James E. Hastings, president 
of the Publicity Club, set the ball 
rolling in the Glasgow Herald 
and the Scotsman and Jack 
Younger, with the support of 
D. C. Cuthbertson in the Glas 
vow Herald. And that is not 
counting the Glasgow Herald's 
leading article and the show 
given to supporters of the Din- 
widdie viewpoint, whose contri- 
butions played an important part 
in keeping the controversy lively. 


Prime Minister’s view 


Douglas Hamilton, of Benn 
Brothers, quoted Sir Winston 
Churchill: “Advertising . . . spurs 
individual exertion and greater 
production. It brings together in 
fertile union those things which 
otherwise would never have 
met.” 

Others who put the classic case 
for advertising in varied ways 
included James T. Jack, of 
Watson-Brown (candidly admit- 
ting “some soapy exceptions” to 
the commonsense of manufac- 
turers and advertisers); D. R 
Roberston, of Sommerville and 
Milne, Walter Bennett and 
Donald Howat, with two contri- 
butions. 

The lesson that “you have to 
keep on saying it” was under- 
lined when, after a lull in the 
correspondence some pro-Difi- 
widdie men asked: “But who 
pays for advertising?” They 
ought to get the point by now 
that without advertising you do 
not get the mass market and 
consequent mass production that 
lowers prices. It certainly got 
some repetition. 

One participant expressed to 
me his gratified surprise that the 
Glasgow Herald \et the saga go 
on so long, although, after all, it 


is the newspapers’ case as well. 
I imagine that readers must have 


appreciated not only the amusing | 


side of the controversy but the 
interesting glimpses into the 
economics of the business. 


Public Relations efforts 


Mark M. Watt, of Roxburgh 
County Council, is pegging away 
without much response in his 
efforts to get going a Scottish 
Group of the Institute of Public 
Relations. The fact is that 
PROs are very thin on the ground 


in these parts and many Scottish | 


business concerns and public 
bodies are far from being up-to- 
date in their notions of the value 
of the different types of publicity. 
Municipalities, for example, are 


not sold on public relations the | 


way many in England are 


Most of those cities and burghs | 
that have appropriations for pub- | 


licity-usually much too small 
fail to get professional advice on 
spending them. The results are 
a standing grievance with the Scot- 
tish advertising man, who after 
all contributes through the rates 
to this expenditure. 

Few in Glasgow go in for the 
IPA examinations, but a real 
effort is being made by local 
members, using the London lec- 
tures and in co-operation with 
the Publicity Club, to increase 
the number by providing coach- 
ing facilities, The younger people 
cannot complain that there is no 
encouragement by their elders 
who are willing to give their time 
in this way. 


The magic letters 


I have heard it said that a good 
many youngsters are discouraged 
when they see men with the 
magic letters after their names in 
jobs inferior to others who never 
took the trouble. But un- 
doubtedly there is an increasing 
demand for qualifications, and 
some of the younger people are 
realising it. 

Education is indeed a main aim 
of the Junior Publicity Club 
which at its last meeting of 1954 
appointed David Gilmour of the 
Daily Record as the committee 
member in charge of this prob- 
lem. The club’s 1955 programme 
is to include, in addition to talks 
by experts, visits to blockmakers, 
newspaper offices, paper mills and 
other places members ought to 
know about, 
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In 1865 I'm told 

a gentleman both young and bold, 
started an office, business bent 

to handle an advertisement, 

for any paper anywhere 

on behalf of a customer. 

J. G. KING was the name he bore 
and his son ARTHUR as of yore 
corried on till WILFRID his heir 
plunged right into the Fleet Street air, 
closely followed, yet another 
CLIFFORD, Wilfrid's younger brother 
partnered up just as he ought 

in offices at 10, Bolt Court. 

But, alas during Hitler's might, 

all number 10 just caught alight, 

and so we had to shed a tear 

over a heap of bricks | fear. 

Now generation number four 

RAY, Clifford's boy, makes just one more, 


WHICH PROVES THAT 


KINGS 


HAVE BEEN, | THINK, 
90 YEARS 
IN THE STREET OF INK 


J. G. KING & SON 


(CLIFFORD S. A. KING, M.1.P.A.) 
REGISTERED PRACTITIONERS IN ADVERTISING 


150, FLEET STREET, LONDON, E.C.4. 
Telephone: CENtral 4400 


ESTABLISHED 1865 


SEND 
NEW YEAR 
GREETINGS 
TO ALL OUR FRIENDS 
EVERYWHERE 


1865 — 1955 
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How £20,000 worth of appliance 


orders were gained at a show 


One organisation that has proved the selling effectiveness of appearances at 
exhibitions open to the public is the East Midlands Gas Board. Not only is the 
influence directly felt at the exhibition but the retail outlets also receive greater 


| 


| 


FYROM an exhibition stand 
on show to the public 
for 10 days at the Leicester 
Home Life Exhibition, some 
£20,000 worth of appliances 
were sold. That is the year’s 
record turnover of the East 
Midlands Gas Board. 


The stand was designed by 
G. §. Shorthouse, the board's 
display and exhibitions officer 
and constructed and erected by 
his own display staff. This 
year’s stand took in two island 
sites and part of a third. The 
two islands were connected by 
an arch so that the gas message 
was received from the moment 
anyone entered the aisle. 


Very effective colour 


Over the last 18 months Mr. 
Shorthouse has been using black 


| a8 a background colouring fairly 


26,971 


18 Donegall Square, East’ Tet, Belfast 24097 


extensively. This colour was par- 
ticularly effective this year, 
giving effective contrasts with 
the reds, yellows and pastel 
shades of the sales messages. 


Last year, the Leicester stand 
also used two sites—in both 
years it has been found that this 
is the best way of displaying five 
distinct gas loads, of which four 
are primarily “kitchen loads” 
(cooki home laundry, re- 
frigeration and water heating). 


The stand organised by the East Midlands Gas Board at the Leicester 
The display use of flowers and plants can be 
Contemporary features of the 


Home Life Exhibition. 


seen along the lower wall at centre. 
board's exhibition stands include hanging flower baskets and con- 
Colouring is mainly pastel shades with a 
midnight blue background. The stands designed by the display and 


trasting wood surfaces. 


custom, it is reported. 


This also allows the stand to be 
conceived in such a way that 
portions of a large stand may be 
used as complete stands in them- 
selves at smaller exhibitions. 


For an example, the board 
cites the stand at the 1953 Not- 
tingham Ideal Home exhibition 
which was part of the Leicester 
1953 stand. In 1951 and 1952, 
the Leicester stand was conceived 
as a long wall site. The simpli- 
city of design of the 1951 stand 
made it possible for the whole 
job from drawing board to final 
erection to be completed in three 
weeks. 

The board's display and 
exhibition section, which is part 
of the commercial manager's 
staff, undertakes about 50 shows 
in an exhibition season—May to 
October. Of these, 13 are indoor 
shows, 28 outdoor (like the Pog- 
moor Feast near Barnsley) and 
the agricultural shows associated 
with this part of the country. 
The remainder are decorated 
vehicles. To this work must be 
added the production of posters, 
showroom banners, showcards, 
other window materia! and hard- 
board and timber display units 
for 130 showrooms, plus help on 
new showroom design. 


All of this is carried out by 
staff which, apart 


the display 


exhibitions officer have a life of several shows. 


Gas appliances were shown to 


excellent advantage at the 

Leicester Home Life show and 

the effect upon sales was notable. 

Often the main influence of an 

exhibition is felt in the local 

showrooms, stores and_ iron- 
mongers 


from Mr. Shorthouse, consists of 
one general foreman, three car- 
penters, three silk-screen opera- 
tors and one supervisor who pre- 
pares work from original designs, 
one labourer and an administra- 
tive aid. At all times, the entire 
job of construction and erection 
is handled by the staff. 

In addition to these activities, 
a mobile display unit is attached 
to the section. 


Effect on ‘sales 


“It is very difficult,” a publi- 
city official of the board has ex- 
plained, “to estimate the effect 
on sales of any exhibition stand, 
particularly where, as in the case 
of the icester Home Life 
event, the stand is erected within 
an area where 130 retail outlets 
in the form of gas showrooms 
already proclaim the gas cause. 
To the 130 showrooms add 32 
ironmongers and departmental 
stores who act as the board's 
authorised dealers for the sale of 
appliances and it can be seen 
that our exhibition stands tend 
to fulfil a different se than 
those of national advertisements. 

“Although the stands are de- 
signed as selling stands, very 
often the main effect is to in- 
crease sales in the showrooms 
close by. As an_ example, 
although £20,000 worth of appli- 
ances were sold on the Leicester 
stand, at the same time the 
Leicester showroom had a record 
fortnight.” 
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|Full facts about German 


Decemper 30, 1954 


export competition 


HE current feeling in Ger- 
man trade and industry 
may fairly be described as one 
of unrestrained optimism .. . 
with industrial production 
running at 10 per cent above 
last year, with manufacturers’ 
books full of orders, both from 
domestic and foreign cus- 
tomers and with a satisfactory 
settlement of . . . labour dis- 
putes, the situation has few 
dark sides to it. 

That opening paragraph has 
not been drawn from an effusive 
official German government 
hand-out. It has, in fact, 
appeared in a recent summary of 
economic trends in the Federal 
Republic of Germany issued by 
the Board of Trade. The ques- 
tion about the degree of com- 
petition British exporters may 
expect from German traders in 
world markets and in Germany 
itself at once presents itself. 
In this connection a_ booklet 
lately published by the Credit 
Insurance Association Lid., and 
titled German Competition is of 
considerable value. 


Greatly expanded output 


It is stressed that British indus- 
try cannot afford to under-esti- 
mate the seriousness of German 
competition, It is extremely keen 
in certain markets and in certain 
industries, and the increased 
expenditure on new capital 
equipment by German industry 
may well lead to a greatly ex- 
panded output for the export 
market Nevertheless, there is a 
growing feeling in the United 
Kingdom—as shown by recent 
public statements and press 
comments—that in th® past the 
dangers from German competi- 
tion have been somewhat exag- 
gerated and our own ability to 


GERMANY 


fight for our markets has been 
underestimated. 

Last year, with a civil working 
population of 22.6 million, the 
UK had an export turnover of 
£2,582 million (£114 per head). 
Germany had a working popula- 
tion of 17 million and an export 
turnover of £1,360 million (£80 
per head). 


Prosperity of Commonwealth 


As a generalisation, the book- 
let urges, Germany's exports are 
dependent upon the continued 
prosperity of Western Europe, 
whereas Britain relies upon the 
prosperity of the Commonwealth. 
Both rely increasingly upon the 
same group of industries 
mechanised transport, machinery, 
electrical equipment and chemi- 
cals—although Britain has valu- 
able new assets in its newly built 
oil refineries and the aircraft 
industry. 

“It is worth noting, how- 
ever, that Britain has a large 
market in Western Europe in 
spite of Germany's dominant 
position and that this market 
could almost certainly be ex- 
panded if our industries wished 
to do so. Sales to Germany 
itself could well be increased 
now that the Federal Govern- 
ment has adopted a more 
liberal import policy. 

As to the German manufac- 
turers’ ability to beat us on price 


@ Continued on page 847 


A scene from the 
Leipzig Fair held 
last September. 
The verdict of the 
representatives of 
British firms who 
took part in this 
event was very 
favourable. Two 
such fairs will be 
held in 1955. 
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FOCUS ON GERMANY —continued 


the booklet cites the findings of 
a German trade association in 
connection with a sample of 
tenders. This revealed not only 
a number of cases where a British 
quotation was the lowest, but also 
many cases where there was a 
substantial variation between the 
highest and lowest German 
quotation. This would seem to 
be borne out by an important 
British manufacturer, who in- 
formed the compilers of German 
Competition: “In the home 
trade sometimes my price is the 
lowest and I get the order, and 
sometimes I am beaten by my 


competitors. That is the luck of 
the game. The same thing 
happens in export business. 


Sometimes the Germans get the 
business and sometimes I do, but 
{ have found no evidence that 
they can beat me consistently on 
price.” 


” + * 
THe LeieziG Fair held last 
September has been judged so 
successful by the organisers 


that plans have been drawn up 
for the holding of two fairs 
next year. 

On February 
Spring Fair—mainly for  tech- 
nical exhibits—will be opened. 
It will remain open till March 9. 
From September 4 to 9 there will 
be an Autumn Fair with the 
accent on consumer goods. The 
verdict of the representatives of 
British firms who took part in 
the last event was very favour- 
able. 

The export manager of Stan- 
dard Motors, J. A. Christensen, 
has summed up the general feel- 
ing by saying: “ Leipzig provided 


27 the Leipzig 


an invaluable meeting place for 
trade and it would be very sur- 
prising indeed if future fairs do 
not have an _ ever-increasing 
British representation.” 

In all 977 exhibitors from 36 


countries (874 from western 
countries) were present. Over 
670,000 visitors tickets were 


issued. The British pavilion was 
one of the biggest attractions 
and the stands were crowded by 
buyers from Eastern Germany 
and other foreign countries. 
Buying was heavy and one 
British chemical firm completed 
a deal valued at over £1 million. 
Several textile firms reported 
good business with buyers from 
the East European countries. 
Trade officialssof the fair have 
said that the resulting export- 
import contracts were three 
times as great as last year. Ex- 
port contracts worth over £158 
million were signed. Several 
British exhibitors have already 
booked space for the spring tech- 
nical event through Willoughby 
& Young, the London agents. 


Handicrafts trade fair 


The German Handicrafts and 
Trade Fair will be opened in 
Munich on May 6. This will 
be the seventh in the series of 
shows arranged to promote 
articles and activities devoted to 
the “Do-it-yourself” movement. 

The number of visitors from 
Germany itself and from abroad 
has increased from fair to fair. 
Thus about 250,000 people came 
last spring to see the sixth. Busi- 
ness was very active and many 
good relations were established 
between exhibitors and buyers 
from Germany and abroad. 


‘Miss Sweater Girl’ promotion in US 


HOSEN from 300 of New 

York's most beautiful models, 
19-year-old Anne Purvis recently 
gained the title of “Miss Sweater 
Girl, 1954.” The contest launched 
* National Sweater Week ” in the 
United States. 

An overwhelmingly male audi- 
ence consisting of leading news- 
paper columnists, representatives 
of newsreel companies, feature 
syndicates, newspapers, press and 


advertising associations, maga- 
zines, radio and television 
Stations, cast votes for the 


“Loveliest Girl in a Wool 
Sweater.” Miss Purvis won be- 
cause of her ability to wear the 
garment “with taste and dignity.” 


Shape of 1974 


Along with this new “Queen,” 
four-year-old Carol Dunseath 
won the title of “Miss Sweater 
Girl, 1974” as the most likely 
future counterpart of this year’s 
winner. An actor from “The 
Pajama Game,” John Raitt, car- 
ried off the title of “The Man 
We'd Most Like to Buy Sweaters 
For” and so became “Mr. Sweater 
Guy, 1954.” 

These contests were sponsored 


Anne Purvis, 

Sweater Girl,” receives the crown 

from four-year-old Carol Dun- 
seath—the 1974 version. 


by the Wool Bureau Inc., and 


the National Knitted Outerwear 
Association, 


this year's “Miss 
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QNE of the first Lebanese busi- 
nessmen to fy to Britain on the 
non-sto IAC Constellation 
flight from Beirut was Fuad C. 

a Beirut advertising agent. 
In London the other day told 
me that the new service would do 
much to cement business relations 
between the two countries. 


Mr. Pharaon, who is head of one 
of the most important Middle East 
advertising agencies, is well-known 
in all the Arab-speaking countrics. 
He established his business 23 years 
ago in Beirut and is a member of 
the Advertising Association of 


F. C, Pharaon, 


BEIRUT AD MAN PRAISES BOAC 


Mrs. Joy Matthews. 


Great Britain and of the Inter- 
national Advertising Association of 
New York. 

A time-saving of two hours has 
been brought about by the with- 
drawal of the Rome stop on certain 
flights between Beirut and Lon- 
don. Mr, Pharaon was most com- 
plimentary about BOAC’s service. 
He said: “It was a pleasant trip 
without fuss and I was enchanted 
with the smooth flying of the Con- 
stellation. The food, the whole 
atmosphere and the attention were 
wonderful.” 


John Stevens. 


* ADVERTISING MANAGER’S CORNER i 


MIXUPMATOSIS 


It's always easy to recognise an Advertising Manager who 
has fallen a victim to mixupmatosis by the muddle around 
him, Piles of quotations from colour printers clutter up 


every spare inch of his 


desk; novelties, gadgets, 


thingummyjigs and completely impracticable notions and 
knick-knacks for point-of-sale and display units litter his 
office. A cornucopious flood of still-born ideas overflows 


his wastepaper basket. 


What a contrast to the happy 


atmosphere of quiet efficiency that pervades the office of 
the man who leaves it all to Harris to sort out ! 


distinctive showeards * lever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30, KINGLY STREET, LONDON, W.! 
Tel.: REGen: 3295/6/7 


|W. Mz 


Which of them initiated the joke that made Sytvia Weinberg (chairman) 
laugh so much at the Publicity Club of London's Christmas luncheon— 


Tommy Trinder or Andrew Milne 


? Judging by his form during his speech, 
Tommy is my guess. 


Two join FCB 


Two interesting characters are 
now on the strength of Foote, Cone 
& Belding. They are Mrs. Joy 
Matthews, who has joined as a 
senior copy writer, and John 
Stevens, as public relations account 
executive. They have both done 
quite a lot in their young lives. 

In addition to agency experience, 
Mrs. Matthews has contributed con- 
siderably to the women’s pages. of 
the Sunday Pictorial and the Sunday 
Express, has been a programme 
engineer with the BBC, was a war- 
time Red Cross officer, did recruit- 
ing for the Air Ministry, and also 
helped Frank Chichester, the map 
expert, particularly in the produc- 
tion of aerial maps. Daughter-in- 
law of Sir Ronald Matthews, chair- 
man of Brush Electrical, Mrs. 
Matthews was married at 17 and 
lost her husband in the war. She 
has a son aged 12. 

John Stevens, who is 25, comes 
to FCB from the publicity depart- 
ment of the Sperry Gyroscope Co., 
Lid. He was educated at St. Paul's 
School, University College School, 
Hampstead, and | egpitne A Col- 
lege Oxford, where he read English 
language and literature. It would 
not be quite true to say that he has 
specialised in the three R's (run- 
ning, rowing, and rugger) for his 
school or college because he has 
also done flying and motorcycling, 
winning a first-class award in the 
London-to-Brighton veteran motor 
cycle run in 1950 on a 1913 model. 


* * * 


SOMETHING quite different 
from all other Christmas parties is 
that of the Ripley, Preston agency. 
Last year it had a nautical slant; 
this year, Narkover had nothing on 
it! i arriving at Kettner’s, we were 
presented with a large envelope that 
contained a schoolboy'’s cap bear- 
i a shield with the initials 
“RP,” a tie (more or less dynamic 
in design), a pea shooter, and a 
whistle! And they were all used! 

This, as usual, was a y for 
the male executives it was 


probably a good thing they were all 
male! 


Here are just a few of them: 
Ww. A. R. H. Holmwood 
(Manchester), and R. G, Bennett 
(Leicester), directors ; Hitch, 
manager, Sheffield branch; John 
Cc manager, Birmingham ; 


manager, Bristol. The head master, 
5. P. Preston (managing director) 
carried a cane and wore a gown 
and mortar board, which he soon 
changed for a special fringed cap. 
As guest, there was that excellent 
comedian Harry Locke, who told 
some first-rate stories and gave his 
inimitable imitation of French films. 

In return from a token swipe with 
a cane from the benign head master, 
all of us were given gifts from the 
Christmas tree. My own share of 
the swag, in addition to the afore- 
mentioned cap, tie, pea shooter and 
whistle, included a carton of 
Young's Potted Shrimps, a box of 
Nigger Super Dates, a_ lollipop 
shaped like a walking stick, and a 
box of cigarettes. 

Incidentally, a first-rate menu had 
been designed by Peter ’ 
creative director. Full of mis 
spellings, it depicted a staff member 
writing, as a yma oy imposition, 
“I must not forget RP Christ- 
mas luncheon,” over and over 
again. 


IAMA gift to 


‘Tommy’ Danks 


7 
No fewer than 158 members and 
sts were present at the Press 
dvertisement Managers’ Associa- 
tion Christmas luncheon at the Con- 
naught Rooms last week, under the 
chairmanship of Pat Goodale (Eas: 
Anglian Daily Times), president. 
Guest of honour was T. C. 
(“Tommy”) Danks, -y yg be 
r of Charles Barker & n, to 
whom a Parker Knoll armchair was 
a yp as a mark of the mem- 

* esteem. 


CONTACT 
WEEK'S WISECRACK 


“I’ve eaten so much, I’ve 
decided to turn over a new 
double-spread” 
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On the right is Mavis Shat- 
lock, winner of the recent 
Miss Regent Clu 


pes to become 

an account executive and a 

fashion model. Sarah is 21, 

works for Napper, Stinton, 

Woolley Litd., and hopes to 

“marry a delectable man and 
e four children.” 


b contest. 


Board changes at Spottiswoode 


Spottiswoode, Dixon & Hunting 
and Steele’s Advertising Service 
announce new board appointments 
consequent on the retirement of 
their chairman, R. G. Harvey, with 
effect from Saturday (January 1). 

R. 0. Morris will become chair- 
man and joint oomert director 
of both agencies. . J. Barter 
becomes joint managing director of 
Spottiswoode’s whilst A. D. Easom 
assumes a similar position in respect 
of Steele’s. C. H. Cooper, formerly 
secretary of Spottiswoode’s, becomes 
a director. S. M. Penton becomes 
a director of Steele's 

On the eve of Mr. Harvey's de- 
parture for a holiday trip to Aus- 
tralia, the directors of Spottiswoode’s 


A HAPPY AND 
PROSPEROUS 
NEW YEAR 


is assured if your 

1955 Advertising 

Campaign includes 
t 


HOME COUNTIES 


NEWSPAPERS GROUP 


The group consists 
of eleven indepen- 
dent weekly news- 
papers with an 
ABC net sale figure 
of 132,860 copies 
weekly covering 
1,000 square miles 
of Beds., Herts. 
and Bucks. 


PER / TRADE 
$/COL = FLAT 
INCH 


Represented in London by 
WILL KITCHEN, Jnr. LTD. 
13) Fleet Sereet, E.C.4. Central 1960 
Head Office LUTON Phone 5050 


Advertisement Maoncger: C. W. Gilder 


and Steele's wished him “bon 

voyage” at a luncheon party at the 

Berkeley Restaurant. 
* * * 

Service Advertising Co. Ltd., 
have appointed two of the senior 
members of their staff, W. Russell 
and Allan Carter, to be associate 
directors of the company. Mr. 
Russell has been space buyer for 
Service for over 20 years. Mr. 
Carter has been directing the art 
presentation side of the agency. 

* * 7 

Ken Osborne is joinin 
Advertising Agency on sg 3 
as traffic control manager. re: 
viously with Erwin Wasey & Cow., 
Ltd., and Foote, Cone & Belding 
Lid., he has spent eight years in 
advertising. 

* * * 


The appointments reported in last 
week's Apvertiser’s Weexty of 
A. Y. MePeake (editor), Marie- 
Jaqueline Lancaster and Terence 
Davis (associate editors) should 
r ned to House Beautiful, and not to 


Smith's 


ood Housekeeping, as incorrectly | 


Stated. Oliver Robinson is, of 
course, retaining the editorship of 
Good Housekeeping. The reason for 
these chan is the expansion of 
the journals, 
~ * * 
W. 5. Garnham, 4, ~ Press 
director of circulation, s been 
ordered to take a complete rest and 
has gone into a nursing home. 


H. ‘owell, assistant circulation 
manager, will deputise in Mr. 
Garnham’s absence. 

-_ * * 


Arthur J. Jermy has left the 
London office of the Norfolk News 
Co., Lid., to return to head office 
in Norwich as a _ representative. 
Alan Caudle has been appointed a 
representative of the Norfolk News 
Co., Ltd., and he has joined the 
London office staff. He was for- 
merly with Provincial Newspapers 
Lid. for 14 years. 

* * * 

C. J. Cross Brown, who has held 
various executive positions with 
A. C. Nielsen Co., Ltd., since he 
joined it in 1946, has been 
appointed to the board. 

* * * 

R. A. Rycroft has been appointed 
advertising and sales promotion 
manager to H. Leverton & Co., Lid. 
of -—— F manufacturers and 
importers of farm machinery and 
caterpillar diesel tractors. ic was 

reviously with Petters Lid., of 

ines, and before that he was 
publicity officer to the City of Bath. 


ADVERTISER'S WEEKLY 


| The Largest Circulation 
| in the Area 


149,707 ase 
Flat rate 576 per s/c inch 


ELEVEN OF ENGLAND'S INFLUENTIAL 
WEEKLY NEWSPAPERS 


SOUTH COAST GROUP 


Lennox House, Norfolk Street, London, W.C.2., TEMple Bar 659! (3 lines) 
Joint Managers: C. CASSY & S.H. ROBERTS 


Create 
a teen-age habit 


for your product, 
Advertise in 


DANCE NEWS 


The World’s largest Dance Newspaper 


THERE ARE 200,000,000 DANCE 
ATTENDANCES PER ANNUM IN 
GREAT BRITAIN... ., 


FOR COSMETICS « APPAREL 
FASHIONS + STOCKINGS « TOBACCO 
BEVERAGES ETC. 


Advertisement Manager - 
WATerlooe 


L. HALL 


Telephone — 3760-7+8 


716, SOUTHWARK STREET, LONDON 5.8.1 
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‘Mirror’ 


ADVERTISER'S WEEKLY 


Publications News and Notes 


man 


A 12-page illustrated Survey of 
British Textiles, well supported by 
advertising, was pias as part 
of The Times We eekly Review Sasi 
week, 

# * 


A feature on planning a summer 
holiday will be included in next 
week's issue of Woman. 


The January issue of Good House- 

front cover reproduced 
above, contains the latest edition of 
“Guide to Spare-Time Earning.” 


best, 


says ‘Mirror’ 


A Daily Mirror selection pane! 
has chosen Mirror columnist Cas 
sandra (William Neil Connor) as 
the journalist of the year 
panel stated that his column 
“outstanding in present-day jour- 
nalism tt has wisdom, wil, power. 
punch, pugnacity.” 

As runners-up the panel selected 
Malcolm Muggeridge (“whose 
darin editing has electrified 
P ") and Rene MacColl (“the 
brilliant 
Express”) 

* a * 

The Christmas issue of the 
Netherlands weekly Elseviers Week- 
blad again included a_ section 
printed by rotogravure. It carried 
several full-page advertisements. 

* + # 

Next week's issue of John Bull 
will carry five pages of holiday 
advertisements. 


reporter of the Daily 


x * * 

Two hundred and fifty attended 
the annual party of the Western 
Daily Press and Bristol Observer 
and celebrated journalist Archie 
Powell's 67 years’ service with the 
group. 

+ + 

Hollywood correspondent, Dono 
van Pedelty, tells of some of the 
tactics of the filmland publicity men 
in next week's issue o uregoer. 

* * * 

The Irish Times on Saturday will 
include an %88-page Irish Review 
and Annual. 


* 


to expand quickly, 
efforts accordingly 


This Advertising 
Agency welcomes 
*smaill 
accounts 


Small to us means around £2,000, but the 
Directors of the companies in this category 
must be men of courage who are prepared 
and increase their Sales 


TIBBENHAM PUBLICITY LIMITED 
Incorporated Practitioners in Advertising 


244, High Holborn, London, W 
Telephone Hol born + 


PLAY 


Front cover of the February issue 
of Photoplay will feature film star 
Ruth Hampton. 


Collection ‘will 
aid students’ 


A leaflet urging printers to sub- 
mit examples of their work for 
the British Federation of Master 
Printers’ national annual print 
collection is included in the 
December Members’ Circular. 

Any type of printing is accept- 
able, including silk sereen, die 
stamping, photo composition, or 
small offset, say the BFMP. 
The entries will be judged by a 
small panel appointed annually. 
and those selected will be sealed 
under conditions of secrecy for 
a number of years, so that the 
panel cannot be influenced by 
praise or criticism or by the 
opinions of earlier panels. 

The collection, which it is 
claimed will prove of increasing 
value, will enable the student of 
the future to study changes in 
technique and taste. 


‘No’ to newsprint 
change 


When asked if the President of 
the Board of Trade would grant 
import licences to business firms 
other than the Newsprint Supply 
Company for the import of news- 
print from China, A. R. W. Low, 
Minister of State, Board of 
Trade, said in a written reply 
in the Commons that he did not 
consider it would be advan- 
tageous for a change to be made 
now in the arrangements which 
had existed since shortly after 
import licensing started. 


Pre-midnight sales 


in Scotland 

A meeting has been arranged 
between the Scottish Council of 
the National Federation of Retail 
Newsagents, Booksellers & 
Stationers and the publishers of 
the Scottiv: Daily Express. the 
Scottish Daily Mail and the Daily 
Record, to discuss the question 
of pre-midnight selling. It will 
take place early in the new year. 


Decemper 30, 1954 


We Hear 


National Boat Show, 
mt by the “Daily Express” 
and organised by the Ship and Boat 
Builders National ‘ederation. 
opens at Olympia to-day (Thursday). 

. 7 * 

At the first annual meeting of 
Women Journalists Estates Lid., an 
organisation formed to acquire 
premises in London which can be 
turned into rooms or flats for 
members of the Society, it was 
announced that press proprietors 
had donated £650 to the funds, 
which now stood at £1,000. 

+ * - 

Maurice J. Seymour will again be 
running the press side of the 
National Exhibition of Cage Birds 
and Aquaria, organised by the two 
Dorset House journals, Cage Birds 
and Water Life, at Olympia from 
January 7 to 9. 

* * * 

L. G. Pine, editor of Burke's 
Peerage, will talk on “PR for 
Peculiar Publications” at the lunch- 
time meeting of the Institute of 
Public Relations on Wednesday. 
January 12, at the Criterion 
Restaurant, 


Parked 


At Harrogate’s Stationery Trade 
Fair next month, Spicers’ mobile 
showroom will be parked in the ca: 
park of the Royal Hall. It contains 
a collection of Spicers’ stationery 
products. 

* * . 

Award Advertising Service Lid.. 
Salisbury, have inaugurated a day 
and night emergency poster service 
They guarantee to produce posters 
for flood appeals and other emer- 

ency announcements within 24 
ours. 

* +. 

Five thousand enquiries have 
been answered by the information 
staff of Kemp's since they moved 
to their new Gray's Inn Road 
premises in October. 

* * * 

W. S. Crawford Lid. darts team 

beat Studio Briggs Lid. 3-0. 
« * * 

An article by Clifford J. Harrison, 
advertisement director, Horlicks 
Lid., on “Marketing and Distribu- 
tion” in Chemistry and Industry has 
been reprinted in booklet form by 
the Society of Chemical Industry. 

* * * 

Kingston (Surrey) Borough Coun- 
cil have agreed with Messrs. Kerri- 
sons that the posting arca of thew 
hoardings in London Road, King 
ston, should be reduced, but the 
hoardings will remain in their 
present form until letting contracts 
expire next March. 


‘Strike survey’ of 
shopkeepers 


An opinion poll among 1,000 
small retailers has been conducted 
by the Hardware Trade Journal 
to test their reaction to a sugges- 
tion for a national strike of shop- 
keepers as a protest against in- 
creases in the rateable value of 
their premises. 

Results of the survey, published 
in a recent issue, show that 50 
per cent of the traders would 
support strike action. 
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“Father Christmas” Allan 


Hayward, the club's social 


McCarthy 


Regent 


Treat for the 
children 


The Regent Advertising Club held 
iwo Christmas parties. The mem- 
bers’ party filled the club to capacity 
In addition to the NABS draw, a 
raffle was run for funds for the 


children’s party, held the following 


Club News 


day. This raised £8. During the 
evening, social secretary Charles 
Hayward was presented with a silver 
tankard from members and a 
Parker 51 pen and pencil set from 
the rest of the social commitiee, in 
appreciation of his excellent work 
during the past year. 

Next day 36 children from Reed- 
ham Schools, including NABS 
orphans, were given a Christmas 
treat. They were taken to Bertram 
Mills’ Circus and then given a tea 
party. “Father Christmas” Allan 
Fisher arrived with a toy for each 
child, and a forfeit game earned 
them each sixpence. From a giant 
cracker they received painting 
books, pencil sharpeners and other 
small gifts, and later bags of 
oranges, appleS and sweets to take 
home. 

Funds for this event came from 
the raffle, tombola and privat 
donations. Just over £3 remained 
after expenses were paid, and this 
Charles Hayward gave to NABS. 


Pictured at the Publicity Club of 
Leicester's Ladies’ Day luncheon are 
guest Mrs. Sylvia Duncan (centre) 
with Mrs. H. Cave, wife of the club 
president (Weft) and the chairman's 
wife. Mrs. G. Bingham Mrs 
Duncan is the wife of Peter Duncan 
of “In Town Tonight” fame. 


Fisher helps a 
Advertising Club's Christmas treat to pull an outsize cracker. 
secretary) 
stand by 


the Regent 
Charles 
member A. J 


young guest at 


and club 
to help, 


(centre), 


@ Continued from page 828 


advertising 


up to a safer level. There will 
also be some delay in getting the 
increased imports in, owing to 
seasonal and shipping difficulties 
in the first few months of the 
year. An increase, therefore, in 
paging, though we hope it will 
come about during the year, must 
not be expected in the early 
months. 

On the broad picture of world 
supply and demand there is still 
a sellers’ market. The mills in 
Canada, Scandinavia and this 
country are finding the greatest 
difficulty in meeting demand, but 
we have every hope that 1955 will 
not only show a_ substantial 
improvement with regard to 
supply and consumption, but also 
considerable advance along the 
road to freedom. Negotiations 
are at present proceeding, which 
we hope will shortly lead to a 
move in this direction. 


Importance of quality 


Sir Miles Thomas 
(chairman, Advertising Associa- 
tion’s public affairs advisory 

committee) 

As the standards of producti- 
vity throughout Britain, and in- 
deed the industrialised world as 
a whole, improve, so the neces- 
sity for the betterment of adver- 
tising becomes of increasing 
importance. There is every 
indication that the advertising 
profession is well able to take 
care of this situation. In all 
forms of media, British adver- 
tisers are showing an increasing 
consciousness of the importance 
of quality of approach. 

This coming year will see great 
activities im preparation for 
a new medium—commercial 
TV; and though I originally 
had some doubts as to the 
advisability of introducing a new 
channel of expenditure, | am im 
pressed by the realistic and pains- 
taking way in which those who 
are applying themselves to the 


BBC _ producer 
* . * J 
joins Higham’s 
®W Robert Barr, BBC writer and 
producer of television documen- 
taries, has been appointed to the 
board of Charles F. Higham 
(Television Publicity) Ltd.—the 
company formed last year to 


provide commercial TV services 
for the agency's clients. 


Mr. Barr went to television on 
its post-war resumption, and 
became the BBC's first TV docu- 
mentary writer-producer and 
later formed the documentary 
department. He is chairman of 
the Television Producers’ Guild 
and also chairman of the recently- 
formed television committee of 
the Association of Cine Techni- 
cians, and has served on the 
BBC's programme board 


1955 — Another boom year for 


is predicted 
preliminary phases of commer- 
cial TV are tackling this task, 

It seems evident that the faults 
which have been the subject of 
criticism in other parts of the 
world will be avoided in Britain, 
There is the realisation that 
British taste is sensitive, and | do 
not think that advertisers wil 
incur the criticism of violating 
good standards on the home 
screen. 

For the rest, the activities of 
the Advertising Association and 
the other organs of the advertis- 
ing profession go from strength 
to strength. 


Posters and appeals 


H. Barrett 
(president, British Poster 
Advertising Association) 

| am sure that the demand for 
outdoor advertising space will 
continue and that new users 
will be attracted to the medium 
and will find the use of posters 
worthwhile. 

Members of the BPAA will 
continue to provide and to main- 
tain outdoor advertising space to 
an ever-increasing degree of neat- 
ness and to offer such space to 
advertisers at rates commensurate 
with its value in the field of 
advertising generally 

It is regrettable that, due to 
the lack of understanding by 
many local planning authorities 
about the need of outdoor adver- 
tising sites, and the restrictive 
decisions often given on appeal, 
advertisers and contractors have 
been compelled to make full use 
of sites of which the acquisition 
does not require express consent. 
It is to be hoped that during 
1955 we may see a more con- 
siderate outlook by the planning 
authorities with a resultant easing 
in the use of such sites. 

Above all, may the useful work 
of the outdoor advertising 
industry advisory committee 
continue. 
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FCB use colour 
for commercials 


On Wednesday, December 
22, a sponsored TV pro- 
gramme in Eastmancolor was 
shown in New York for Lieb- 
mann Breweries Inc. It was 
the first of the R 
Theatre series to be shown in 
colour. It used, as the rest 
of the series does, Douglas 
Fairbanks, jnr., for the com- 
mercials, which were produced 
by Liebmann’s agents, Foote, 
Cone & Belding, under the 


Howard, of 
London. 

The film told the story of 
the writing of the Christmas 
carol “ Holy Night,” and was 
produced by Douglas Fair- 
banks Lid. It was p.ocessed 
7 Humphries Laboratories 


Foote, Cone & Belding, of 
London, have been producing 
TV commercials in New York 
for the past 24 years. 


Legal and Gazette 


New companies 


Advertixing Publications Co., 
6 West Trimdon Street, § 
Nominal capital: £500. Directors 
Sandler and Mrs 
Pos Publicity 
Liule Russell Street, 
capital £100. . 
ompkins and Valerie M 


ameo ations Lid., 78/80. 
Cornhill, E.C.3. Nominal capital: £1,000 
Subscribers E 


Jane's Fightin 
pany. Litd., Ellerman House 
Moorgate, F.C .2 To enter into 
agreement with Sampson Low Marston 
& Co., Lid. and Edward J, Tory and 
tdith O. Tory, and to acquire the 
business of publishing periodically suc- 
cessive editions of the book entitled 
Jane's Fighting Ships,” etc. Nominal 
capital: £4,000 Directors: J BK 
White and A. Verrant 

R. J. Dilworth Advertising, Limited. 
lo carry on business of advertising con- 
tractors, television and film producers 
Nominal capital: £100. Directors: J. I 
Vaughan and BR L. Dilworth 

T Lang Veatures, Limited, 1) 
Upper Brook Street, W To carry on 
business of authors, journalists, produ 
cers of literary works and undertakings 
rublishers Nominal capital il 
Yrectors: T. Lang, Mrs. M. Langbehn 
S. & C. Features, Lid., Kingsbourne 
House, 22931, High Holborn, W.C.I 
lo employ and enter into arrangements 
with authors lecturers and other 
persons and proprictors of copy and 
other rights and to produce any book 
work, plays Normnal cophal ison 
Directors Dp Sprung, A 
Cheshire 


Press 
tad., 28 
Nominal 
ee 
ay 


Changes of address 
D. A. Goodall 144, 


representatives) to 
London, W.1 

» Motors 
Sules Office) to 14, 


Street. Nottingham 
Sutheriand 


(advertisement 
Ita, Curzon Street 


itd. (Nottingham 
South Sherwood 


Publicit 
House, |. Jermyn Street 
market, London, 8.W.1 
“Roker & Confectioner,” to | 
ford Street, London, §.E.1 
Douglas & Ce., Lid. Ww 
Hackins Hey, Liverpool 2 


lad. Wo 
Hay- 


Stam. 


16-18 


Co, Led, 
London, 
ad Martie 

Service Lid.. to 

London, WI 


Harvey Advertiving 
13 Sackville Street 
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Lying in a hollow 
of the hills, Bath is a compact 
city. Take a trip into ‘Som,’ or 
*Wilts.’, in any direction you 
please, and within a couple of 
miles you'll find yourself in the 


heart of the countryside. A pros- | 


perous countryside, inhabited by 


people who make a good living 


out of some of the. best agricul- 
tural land in Britain, 


Herald. 
plete—leisured, professional, in- 


The tally is thus com- 


dustrial and agricultural classes 
the Bath Chronicle reaches them 
all. That is why it is such a use- 
ful medium for a test campaign. 
And, at 10/- per s.c.i., no large 
outlay is needed to secure the 
information you need. Reliable 
information on which your main 
campaign can be based with 
certainty. 


You're selling to Britain in miniature if 
you're selling to Bath — through the 
BATH & WILTS CHRONICLE & 
HERALD 


3% 


t 
gyronritl 
| on HERALD 


name> 
—_ 
ee 


The ONLY evening paper printed in 
Somerset. Get full details from: The 
Advertisement Manager, 134 Fleet Street, 
London, E.CA. Telephone: Central 276). 
OLOVERS 19745 


This new combined counter-display 

carton and dispenser for Andies 

tissue handkerchiefs has been 

designed by Gordon & Gotch 

Ady Ltd. A national adver- 

tising campaign is planned to start in 
January. 


Two campaigns for 
the spring 


Two new advertising campaigns 
to be handled by A. H. Knowles 
Ltd., of Manchester, are due to 
commence this spring. They will 
be for McCal!’s patterns and Banner 


shirts and pyjamas. 


The McCall Publishing Co., Ltd.. 


| producers of McCall's patterns, will 
These people, too, read | 
the Bath & Wilts Chronicle & | 


be using selected magazines and 
provincial newspapers to promote 
their printed patterns. The printed 

tterns which are stated to make 
ome dressmaking casicr, are 
returning to the British market after 
13 years. 


Henry Bannerman & Sons, Lid., 
makers of Banner shirts and 
pyjamas, are launching a — 1 | = 
during the spring and autumn 
campaign will be in national daily 
and unda y “eo and 
selected magazines. A preliminary 
dealer promotion is being carried 


| out, 
| 


Hunting and animal 
theme for 1955 


The Churchman No. | campai 
for 1955 using the national daily 
and provincial press will contlans, 
for the second year, its hunting and 
animal characters theme. 

Current advertisements feature 
two foxes with a huntsman in the 
background. The copy reads: 
“We're quite safe for 15 minutes—- 
ae? , OS a Churchman’s 

0. 1. 


Pritchard, Wood & Partners Ltd., 
who are handling the account, state 
that future advertisements in this 
series will feature big game, fish, 
cannibals and prehistoric animals. 


‘Harper's Bazaar’ 
account moves 


be handling the circulation and 
promotional advertising from 
this Saturday (January 1). 

The new agency state that they 
are making ms which will be 
announced in the near future. 


1955 diary for 
Frood clients 


Following their recent advertising 
campaign, Frood products are pre- 
senting every retailer and catering 
trade customer with a red leather 
bound, loose-leaf pocket diary for 
1955. The diary is divided by two 
celluloid pages into a memo and 
diary section. The inside of the 
wallet cover carries the only com- 
mercial message: “A little reflec- 
tion will prove beyond doubt, 
there's profit in Frood, year in and 
ear out.” Agents for Frood are 
Dorland Advertising Ltd. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


WOMEN’S SUNDAY MIRROR 
transport advertising account for 
Anthony Browne (Advertising) 


Ltd. 
Campaigns 


METOLUK sweeper using provin- 
cial and trade press and maga- 
zines. (Osborne-Peacock Co., Lid.) 

MORCOSIA rainwear using 
Women, Vanity Fair, Vogue, 
Modern Woman and provincial 
and trade press. (Bayard Pub- 
licity Lid.) 

ANDIES tissue handkerchiefs using 
women's and national magazines 
for 1955 campaign. (Gordon & 
Gotch Advertising Lid.) 

REGENT petrol using large spaces 
in national and provincial press 
for winter campaign. (C. J. Lytle 
Advertising Ltd.) 

THE BRITISH PETROLEUM CO., 
LTD., anng large spaces in 
national an grastestal press to 
announce change of name from 
Anglo-lIranian Oil Co., Ltd. (S. H. 
Benson Ltd.) 

PREMIER super-staoothwell elec- 
tric irons using women's maga- 


zines, home journals and trade 
ress. (Ripley, Preston & Co., 


td.) 

JAMAICA RUM using large 5 
in London evening press an — 
vincial newspapers. (Mather & 
Crowther Ltd.) 

MeCALL PUBLISHING CO. 
LTD., producers of McCall's pat- 
ferns, using magazines and pro- 
vincial newspapers for spring 
campaign for their | patterns. 
(A. H. Knowles Ltd.) 

BANNER shirts and pyjamas using 
national daily and Sunday papers 
and selected Kn for sprin 
campaign. ' on om Lid} 

CHURC MAN Oo. 1 using 
national and pa | press. 
(Pritchard, Wood & Partners Lid.) 
EINZ using women's magazines 
and trade press to launch new 
food variety—strained apricots 
with rice. (Young & Rubicam 


td.) , 
SPANJAARDS LTD. using 
women's magazines to advertise 
David Whitehead Rheumanella 
Fleecy-Sheets. (J. Walter Thomp 
son Co., Ltd.) 
BIRDS taking 
women's 


powder ~ 
Rubicam Li 


7 oe (Young 
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Phone GENtral 3000 


today 
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> for a smail-ad 


~ in tomorrow's 
Evening 
Standard 


This new poster is now being dis- 
played on London Underground 
stations. It has been issued by the 
“Evening Standard” to boost their 
classifie advertisements section. 
The poster has been designed by the 
“Evening Standard’s’” own publicit, 
department and is printed in red 
and black. 


‘Impossible to 
analyse content 


A claim that the medicinal con- 
tent of a remedy could not be dis- 
covered by ordinary analysis was 
cnesieiiely put forward by the 
defence in a case in which an 
animal medicine firm won its 
appeal against conviction for false 
trade descriptions of their 
medicines. 

Prophylaxis Ltd. Glasgow, 
were appealing at the Bucks 
Quarter Sessions against fines 
imposed by Aylesbury magistrates 
of £20 on each of four sum- 
monses and £50 costs. 

The appeal was allowed with 
costs against the respondent, the 
County Chief Inspector of 
Weights and Measures, acting for 
the County Council. 

The trade descriptions chal- 
lenged by the Council were that 
one medicine acted as a general 
tonic to cattle and helped to 
increase resistance to mastitis and 
that another animal medicine 
would immunise cattle against 
tuberculosis. The defence main- 
tained that these medicines were 
homoeopathic remedies and that 
the medicinal content of them 
could not be discovered by 
ordinary analysis. 


analysed the medicines and found 
them to be pure cane sugar. 

Witnesses for the firm included 
the directors, homoeopathic 
specialists, members of the 
London firm which prepared the 
medicines, and a veterinary 
surgeon. Farmers told the court 
they were satisfied, after using the 
medicines, that the firm’s claims 
were true. 

The chairman, Sir Norman 
Kendal, said that it was an 
interesting case in which strongly 
opposed views were honestly held 
on each side. 
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S. C. PBACOCK ADVERTISING REVIEW 


On glancing back through our house advertisements 


never reveal 


and never underestimate the power of a woman! 


MADDOX HOUSE 215/221 REGENT STREET, LONDON, W.1. RUGent 1081 . 16 LLOYD ST, MANCHESTER 2. DBAnigate 501 aaa 
21 LEIGH STREET, LIVERPOOL. ROYal 8861 - RUSKIN CHAMBERS, 191 CORPORATION ST., BIRMINGHAM. CBENiral 7705 
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CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS WANTED, 
classifications, 4s. per line, 45s. 
charge, one line Is. covering postag 
advertisements u 

Weekly,”’ 180 Fleet Street, London. FE. 


McCANN-ERICKSON 


ADVERTISING LID 
have a vacancy for another 
ons Vacant : 


be made through a Leeal Office of the Ministry 
Agency I the applicant is a man aged 


RATES : APPOINTMENTS VACANT, 3s, 64. per line, 40s. per display panel inch 
3s. per line, 35s. per display panel inch. 
per ‘dnplay panel inch. Minimum, 3 lines. Box No. 


or she, or the employment, is exce 
Notification of Vacancies 


All other 


Series rates on application: all 


ete. 
seven insertions MU ST BE PREPAID. Address * Advertiser's 


C.4. CHAncery 8844 (Ex. 25). 


| ———sSAPPOINTMENTS VACANT = VACANT 
LAYOUT _ : 


* The engagement of persons answering these advertisements must 


of Labour or a Scheduled Empioyment 


18-64 inclusive or a woman aged 18-59 inclusive 


from the provisions of the 
1952.”" 


LONDON ELECTR 


SENIOR ASSISTANT (DESIGN & PRODUCTION) 
DISPLAY DEPARTMENT 


ICITY BOARD 


at Roehampton, London, $.W.15. 


vas 6600 Applications are invited for che above p 
General Manager 
McCANN-ERICKSON 
AER NeIS Le constructional work in wood and metal, mec 
Orettoaharm House screen printing 
Lancaster Place, W.C.2 


per annum inclusive. 
Application forms from Personnel Officer. 


ROLLS-ROYCE require first-class Com- 
mercia! or Technical Artists and Re- 
touchers Excellent conditions and 


Applicants should possess practical ability in commercial art and design, and an 
appreciation of contemporary trends in visual publicity, particularly in display and 
exhibition work. They should also have knowledge and experience of the practical 
processes entailed in the production of no grade display material, including 


Salary in accordance with N.j.C. agreement, Grade 5—£703.10.0d £766.10.0d 


returned completed within fourteen days of the publication of this advertisement. 
Please enclose addressed envelope and quote ref V 1869 BH 


anical movement, lettering and silk- 


4%, New Broad Street, E.C.2, to be 


Decemper 30, 1954 


APPOINTMENTS VACANT 


YOUNG 


ARTIST 
WANTED 


A young man is required who has com- 
pleted National Service to work in our 
studios on a new point-of-sales medium. 
Experience not necessarily essential buc 
must be a keen, capable and accurate 
worker. Excellent prospects. 


Please apply in writing or by telephone 
to: 


The Studio Manager, 
The Miles Griffin Co. Led., 
4 Seaton Piace, London, N.W.!. 
Tel: EUSton 394! 


prospects. Five-day week. Write, 
ving details with specimens, to 
(chew Manager (Q), Rolls-Royce 
Ltd., P.O. Box 31, Derby 


ADVERTISING AGENCY (Strand) re- 


expansion of colour section. Vacan- 
cies for Senior Artists and improvers. 
Good wages, bonus and superannua- 
tion schemes. Write or telephone for 
appointment to Art Director, Studio 


wires experienced Lady Accounts : 
pr fn me Typist. No Saturdays Irwin Led. 118 Chancer Lane, 
9.30 to 5.30. "Phone TEM 9271, | London. ot i CHAncery 
Mr. Thomas. 4141. 


COMMERCIAL ARTIST required ; 
a. Hull Advertising Agency ; 


SHORTHAND.TYPIST required in 

Space Buying Department of Adver- 
must versatile, sound know tising Agency. Similar experience an 
agency methods. Excellent terms and advantage, but not essential. Must be 
conditions efficient Five-day week ‘Phone 
Box 9554 Ad. Weekly 180 Pleet St BC4 CENtral 5371 for appointment. 


COLOUR RETOUCHERS wanted for | COPYWRITER with advertising depart- 
y 


ment experience required arge 
N. London engineers. Able to inde- 
pendently collect, sift and produce 
copy for catalogues, advertisements, 
etc., after investigation in works and 
technical departments. Other general 
publicity work also involved Engi- 
neering training an advantage. Know- 
ledge of typography and production 
necessary Age about 26 Five-day 
week. Pension scheme. Write, stating 
age, experience, education and salary 
required, to 

Box 9637 Ad. Weekly 180 Fleet St BC4 


RETOUCHING ARTIST required, used 


to first-class mechanical subjects. 
senior position offered Highest 
wages end excellent conditions. Also 
free-lance work. Please ‘phone or 
write for appointment to Stowe 
Studio Ltd., 163 New Bond Street, 
London, W.1. Grosvenor 4746 


YOUNG MAN required as Advertising 


Assistant. Must be able to write 
copy and prepare presentable lay-outs 
for Direct Mail and press advertising 
Agency training an advantage 
Written applications only, stating 
education, experience, age and salary 
required, should be sent to Adver- 
tising Manager, Mann Egerton & 
Co., Lid., 5 Prince of Wales Road 
Norwich 


ASSISTANT TO 


PUBLICITY MANAGER 


required at Head Office of a rapidly 
expanding radio and television organisa- 
tion. General advertising experience 
and knowledge of layouts for press 
advertisements, leaflets, ecc., essential. 
Excellent prospects. Contributory 


TRAPINEX 
DISPLAY 


ARTISTS 


required for high grade retouching, 
lettering and line work. Experience 
in engineering subjects essential. 
Morgan-Wells Studio Service 
2 St. Andrews Hill, E.CA. 


Pp fund. Salary according to 
experience but not less than £ pa. 
to commence. Apply in writing to 
The Publicity Manager, Relay Exchanges 
Limited, Relay House, 158 Rodbourne 
Road, Swindon, Wilts. 


DIVISION 


Require 


POINT OF SALE 


PRINTERS’ REPRESENTATIVE  re- 


uired to operate in London area 
ermanent position for right man. 
Apply io first instance for applica- 
tion form to Personal Assistant, 
Managing Director, Jarroid & Sons, 
td., Empire Press, Norwich. 


GESTETNER LTD. have room for an 


additional Artist for preparation of 
Technical Line Drawings. Call with 
specimens at Personnel Office, Broad 
Lane, Tottenham, N.15. 


With real creative ability and experience in the 
production of original designs from roughs to 
finished work : fully conversant with construc- 
tion of showcards, cut outs, counter displays, 
etc. 


The position offered will carry a good salary, 
with excellent prospects. 


Telephone or write for an interview to : 


The Managing Director, 
TRAPINEX LTD., 
176/188 Acre Lane, Brixton, S.W.2 
Telephone : BRixton 2057 


DISPLAY DESIGNER WEST MIDLANDS GAS BOARD 


EDITORIAL ASSISTANT 
industrial Relations Department 


Applications are invited for the 
position of Editorial Assistant with the 
Industrial Relations Department located 
in Edgbaston, Birmingham 

The duties will be connected with the 
preparation of the Area Magazine and 
also publicity and printing which is 
handled by the Department. Candi- 
dates should, therefore, have had some 
experience in the field of journalism 
and be capable of creating advertise- 
ment matter and other forms of 
publicity 

The salary will be within che range 
£625-£705 per aynum. 

The post is pensionuble and the 
successful candidate may be required 
to pass a medical examination. 

Applications, stating age and experi- 
ence, together with the names of two 
veferees, should be addressed ro the 

jal Relati oes West 
Midiands Gas Board, 6, Augustus 
Road, Edgbaston, Birmingham, 15. 


YOUNG, KEEN TYPOGRAPHER 
required, capable of accurate mark- 
ups of general Agency ads. and litera- 
ture Agency experience essential 
Write or ‘phone: Studio Manager, 
Smee's Advertising Ltd., 3-5 Duke 
Street, Manchester Square, W.1. Tel. 
WELbeck 0774 


CREATIVE LAYOUT ARTIST. with 


previous Agency experience, required 
to join Creative team Able to pro- 
duce finished roughs from his own 
visuals and with sound knowledge of 
typography Write fully, with details 
of past career, or ‘phone Creative 
Manager for an appointment. Smee's 
Advertising Lid. 3-5 Duke Street 
Manchester Square, W.1! Tel 
WELbeck 0774 

ADVERTISING. Busbys’ of Bradford 
have vacancy for intelligent male or 
female in early twenties for duties in 
their Advertising Department. Oppor- 
tunity to learn lay-out work and copy 
writing. Knowledge of typing essen- 
tial. Good salary and prospects for 
suitable applicant Write or call, 
Staff Office, Manningham Lane 
Bradford 


PRODUCTION 


MANAGER 
Leeds Advertising Agency 


require young man with good 
knowledge of typography, 
process and production of print. 
Write full details of experience 
and salary to : 

Managing Director, 
PICKERSGI it PUBLICITY 
SERVICE LTD., 

84, Albion Street, 

LEE 


Tel. 29137 


‘Phone your classifieds 


to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 
i 


CARDBOARD CONSTRUCTIONS | 
VISUALISER 
ARTI ST Opportunity for experienc- 


WANTED ed artist to work with 


progressive medium-sized 

eta MAN WANTED with London Agency on national 
ience in gning collap . : 

showcerds and cut-outs. Must be accounts, Slickness with 

ingenious and creative in his own | | pencil and sound know- 

particular field Excellent oppor- ledge of type essential 

tunities 


lifications. Salary ac- 
Pi ‘ qua y 
— apply in writing or by telephone cording to ability. 

The Studio Manager, 


Are you the man 


TO HANDLE 
TEN FAMOUS PRODUCTS? 


t 
& 


Write Art Director 


The Miles Griffin Co. Led., 
4 Seaton Place, London, N.W.1. 
Tel: EUSton 3941 


Box 9644 
Advertiser's Weekly 180 Fleet St EC4 


and accurate 


JOHNSON’S WAX 


SALES PROMOTION 


JOHNSON’S WAX 


INDEX se LTD. require = OUTSTANDING OPPORTUNITY for vegare an R WAX 
experience rea epresentative for Production Assistant to take charge of JOH! SON’ VEN 
the Midlands, to sell space on the depurtmont “Must hase Aguney o> ADVERTISING AND ” ets omm 
ABC Coach Guide & Midland Red duction routine and must be quick 
Timetables Must live in the Bir- 


Ss WS & DProgressive , 
a ae area ~~ woe 7 j position for a young man who is JOHNSON’S LIQUID WAX 
and commission roved selling ability ready to acce responsibility 
essential. Write to Managing Direc- Box 9655 Ad Weekly 180 Fleet St BC4 MANAGER 
wo” «Victoria Street, London, | ARTIST REQUIRED for Technical 
Ss i f LQU E 


RETOUCHER. A vacancy occurs, due 


Illustration, with ability to produce 
layouts and artwork for advertising 


JOHNSON’S CREAM WAX 


to expansion, for a competent | and sales literature. Bonus and pen- JO H NSON’S WA x 

Retoucher in a well-established studio sion schemes operating. Write 

in Central London. The successful Box 9645 Ad. Weekly 180 Fleet St BC4 PRODUCTS, the world’s PRIDE 

applicant will be assured of a variety y 

ot work on interesting accounts, good 

working conditions and fair prospects ARTISTS AND RETOUCHERS largest manufacturers of 

{or the future in a growing organisa- | | Required for Studios in Westminster ee ieee 4 GLO-COAT 
‘ ; . a district. Preferably accustomed to g ‘ )- 

and salary expected to ~ Engineering subjects. Salary accordin oor, furniture and auto 

Box 9653 Ad. Weekly 180 Fleet St EC4 to ability. ye write giving details ‘ A : 

EXPERIENCED PRODUCTION ASSIS- | experience to : mobile polishes, require an — $#LVER QUICK 

bn -~ 7 geome nen Box 9635 

Agency OU working conditions q ‘ 

iioe 9646 Ad. Weekly 180 Fleet St BC4 waathchensse te at da ss ie ana AR-PLATE 
ox eekly eet St 7 

re ee ee SALES PROMOTION 


MANAGER. This is one 
of the big opportunities in 


EXPANDING WEST END AGENCY 


CAR-PLATE CLEANER 


advertising and marketing. DEEP GLOSS CARNU 


REQUIRES | 


FIRST-CLASS 


VISUALISER/ 
LAYOUTMAN 


This is an interesting position for a man of 
considerable agency experience. He must be 
able to produce smart yet compelling layouts, 
have a real sense of design and typography and 
an ability to render the figure adequately to the 
finished rough stage. This appointment is a 
progressive one and carries an excellent salary 
with full superannuation facilities. 


It means responsibility for 

the merchandising and promotion of all Company 
products in the U.K. It is a job that demands and 
gives full scope for thorough marketing and mer- 


chandising experience. Applicants should be at 


least 35 years of age and be able to take over 
immediate senior executive status within the 
Company's management. Comprehensive pension 
plan and profit sharing scheme. Letters must con- 
tain full details of experience and present salary. 
Mark your envelope “ Private and Confidential ” 


and address it to: 


Managing Director, 


S$. C. JOHNSON & SON LTD. 
WEST DRAYTON + MIDDLESEX 


Write at first giving particulars of age and 
experience to the Art Director :- 


EXPORT ADVERTISING SERVICE LTD. 
22, OLD BOND STREET. 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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APPOINTMENTS VACANT 


WANTED 


first class fully trained 


ACCOUNT EXECUTIVE 
AND 
first class fully trained 


VISUAL GROUP HEAD 


Please write with full details 


(stating particularly preference | 


for home or abroad) to 


Colman Prentis and Varley Ltd., 
34 Grosvenor Street, 
London, W.1 | 


STAFF MANAGER, 
| 


| 


ADVERTISER'S WEEKLY 856 


al Office of the Mi 


of Vacancies 


Decemper 30, 1954 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


* The ment of persons answering these aed Baebow — 


do Eaoiteans fo © aam aad 05-46 teciasite Gr 0 ean cand 1200 loteaes 
unless be or she, or the employment, is 


=e provisions of the 


GENERAL 
ARTIST 


REQUIRED 


YOUNG MAN WANTED with 
studio experience to work on new 
point -of-sales medium. Must be 
accurate worker. Excellent prospects. 
Please apply in writing or by telephone 


The Studio Manager, 
The Miles Griffin Co. Led., 


4 Seaton Place, London, N.W.!. 
Tel: EUSton 3941 


Experienced 


SHOWCARD ARTISTS 


For creative colour work. 


Do you want a job in a happy atmos- 
phere, 5 day week, good money and 
prospects? 

Openings for really creative designers 
(men) for showcards, cut-outs etc., for 
quantity reproductions by photo- 
litho. Top class National accounts. 


Write or phone 
c. L. V. DESIGNS LTD., 


4%, Charles Street, London, W.!. 
GROsvenor 8321. 


AN OPPORTUNITY for experienced 
Negative Retoucher with ability to 
block out. Congenial conditions and 
good prospects. Apply to Art Direc- 

tor for appointment. Studio Irwin 

Ltd., 118 Chancery Lane, W.C.2. 


Telephone ; Chancery 4141. 


LAYOUT ARTIST FOR SCOTLAND 


Layout Artiste (either sex) capable of 
producing lively, quick selling roughs 
of General Merchandise for Store 
Advertising. Apply House of Fraser, 
Central Publicity Office, 206 


Sauchiehall Street, Glasgow, C.2. 


PFIZER LTD. of Folkestone, require 


youngish Male Artist to organise and 
take charge of studio Ability to 
undertake initially and  altimately 
supervise production of visuals and 
roughs for advertisements and direct 
mail, artwork for packaging materials. 
etc Speed and versatilicy essential 
and interest in medical approach desir- 
able. Applications to ¢ Manager. 
Pfizer Ltd., 137-139 Sandgate Road, 
Folkestone, Kent, marked “‘Artist.’ 


VISUALISER-LAYOUT ARTIST with 


Agency experience and creative plan- 
ning will find plenty of variety and a 
good team spirit in our Studio. 
"Phone Studio Manager, Reid Walker 
Advertising Lid., alisbury Square 
House, E.C.4. CENtral 8347, 


Wanted by a large and internationally known 
Group of Heavy Engineering Companies in 


the Midlands a 


instance to : 


Box 9558 
Advertiser’s Weekly 180 Fleet Street EC4 


Group 
Publicity Manager 


Applicants should have had wide experience 
in advertising Consultants or similar employ- 
ment. Commencing salary will be from £1,250 
to £1,500 per annum, depending upon age and 
experience, and the position will be permanent, 
progressive and pensionable. Write in the first 


‘Phone your classifieds 


to CHA 8844 (Ex 25) 
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DecemMBer 30, 1954 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


GENERAL 
ARTIST 


Wanted for retouching General 
Artwork. Ability to produce 
Technical Drawings desirable. 
Publicity Consultants to the En- 
gineering Industry, S.W.! area. 
State Salary required. 


Box 9652 
Advertiser's Weekly 180 Fleet St €C4 


ADVERTISEMENT SALESMEN. Addi- 
tional men for expansion of estab- 
lished media in coastal towns. Salary, 
expenses and bonus on appointment to 
permanent staff. All applicants inter- 
viewed. ‘Phone AMB 6604 


Croydon Advertising Studio 


requires 


RETOUCHING ARTIST 
LETTERING ARTIST 


Excellent salary first-class work. 
Telephone: CROydon 3930. 


ASSISTANT REQUIRED experienced 
in all activities of Direct Mail Dept. 


Typing, preparing lists, etc. Write 
fully, age, experience and salary 
required 


Box 9647 Ad. Weekly 180 Fleet St BC4 


PRODUCTION 
MANAGER 


to take charge of west-end 
office and see things through. 


Salary £600-800 p.a. 


GLOVERS ADVERTISING LTD. 
351, Oxford Street, W.1. 


APPOINTMENTS WANTED 


“HAND PICKED” SECRETARIES 
available. The Sees © Agency, 67 
Wigmore St., W.1. TUNter $951 /2/3. 


TY CREATIVE young film writer, 
director, cameraman, available soon. 
connections Hollywood. At 
present producing TV commercials. 
Free-lance consultancy considered 
Box 9609 Ad. Weekly 180 Fleet St EC4 


DEBUTANTE 1954, Writer, secks ap- 
yintment in Advertising or PR. 
on 9648 Ad. Weekly 180 Pleet St EC4 


FASHION ARTIST, Press and Colour 
Reproduction. Mrs. Reed, 27 Fairmile 
Avenue, Streatham. STR 2377 


FEMALE ASSISTANT secks responsible 
= in Advertising. Fully qualified 
Secretary, able to act on own initia- 
tive. Top agency and publishing house 
experience Thorough knowledge of 
administration a both fields. Salary 
£600 per annu 
Box 9649 Ad Weekly 180 Pleet St BC4 


IN A RUT—have four years’ good 
experience in Advert. Department of 
journal. Young man, aged 25, desires 
change offering interesting work and 

ospects. Any offers, please, to 

x 9651 Ad. Weekly 180 Pleet St BC4 


BUSINESS OPPORTUNITIES 


= NTY MAGAZINE for sale. 


‘ Good advertising m.., 
Potential development retarded by 
lack of capital Price reasonable. 
Box 9634 Ad. Weekly 180 Fleet St BC4 

LONDON CONCERN desires to co- 
operate with enterprising Advertising 
Agent for marketing Swiss precision 
Electric Shavers and other electric 
apparatus for domestic and industrial 
urposes 

ox 9657 Ad. Weekly 180 Fleet St BC4 

A FOREMOST LP.A. AGENCY, with 
efficient organisation, handling impor- 
tant National and Specialised accounts, 
is prepared to consider taking over 
and progressing the personal accounts 
of an Advertising Agent or Consultant 
desiring to retire egular retirement 
income free of worry assured. Reply 
in confidence to I1.P.A. Agency, c/o 
2. C. Brown & Batts, Chartered 
Accountants, 265 Strand, London, 
W.c.2. 


| PRINTERS 


FOX PRINTING PRESS have installed 
three of the famous Heidelberg 
Cylinders in their new extension and 
are now in a ition to undertake 
another established monthly or weekly, 

y Octavo or arto. Fox 
Printing Press, Typos ouse, May- 
bank Road, th Woodford, 

BUC 6565. 


London, E.18. 
MISCELLANEOUS 


| FOR ORIGINAL GIRL PICTURES 

i Pin-ups, Figure Studies, etc., of 
Visual Arts Club Models—singles or 
sets. Photo-Union Picture Library, 
12 Soho Square, London, W.1. 


SALES AND WANTS 


ADDRESSOGRAPH FRAMES for sale, 
55s. per 1,000; also Cabinets MSS. 
49 Tattenham Grove, Epsom. 


ACCOMMODATION 


ROOM(S) required by free lance. Central 
London. 
Box 9523 Ad. Weekly 180 Fleet St BC4 


FREE LANCE SERVICES 


| LAYOUT ARTIST (Ex. Pig.) specialises 
in folders and brochures, seeks com- 


missions 
Box 9178 Ad. Weekly 180 Fleet St BC4 
TECHNIWORK specialise in technical 
art and copy. Please ‘phone 
WAT. 3608. 
INDUSTRIAL CONCERN 
ree Lance Artist to prepare bro- 
chure. Write, with specimens of work 
already completed, to 
Box 9656 Ad. Weekly 180 Pleet St BC4 


requires 


WEEKLY TRADE NEWSPAPER 
wishes to contact first-class Space 
Salesman in North-East Coast and 


Scotland who is in a position to carry 
a further medium. Full details, terms 
and media already carried to 

Box 9650 Ad. Weekly 180 Fleet St BC4 


NO MUSHROOMS 
FOR US 


but we wish to represent one 
more publication of good standing. 
We have a first class connection 
with che agencies and a variety of 
trades in Birmingham and within a 
radius of 20 miles and offer really 
active and efficient representation 
on a commission basis. 


FORWARD ADVERTISING 
SERVICE 


Seratiord House, Stratiord Place, 
Birmingham, 12 


| 


| 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


Independent mail-order house in London urgently 


needs 


free 
lance 


artists 


Payment is good—but a very high 


standard of illustration is expected. 


Subjects for illustration 


men’s and 


include 


children’s clothing, 


women’s underwear, shoes, and a 


number of others. 


Apply by telephone to 


THE ADVERTISING MANAGER, 


RELiance 1291 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


_ Advertiser's 


zt a, copy 
RGro ae A 52/6 a year 


p 4 Post free 
NEWSPAPER fi 5 55/~ (overseas) 


STOP PRESS 


LUXEMBOURG 
SUMMER RATES 


Pp. £85) ; 
£70 (£100); 9 to 
(£100); 10.30 to 
); and 11 p.m. 
£60). Sunday rates 


Two senior members of Southern 
Newspapers Ltd., retire to-morrow 
(Friday). Wreford James Devoto, 

| London manager since March 1, 
1943, will be succeeded by Leonard 


“Yorkshire Evening Post” last 
_ week published its 20,000th issue. 


The Jan Harrogate Toy Fair 
number of ames and Toys” com- 
ee eee SS ee S 

ertisements—5S0 
two colour and 47 in full colour. 


chanual Qui Night of 
-f— 4 
Waldect™ Hotel on Menten 't Con- 
testants will be teams 


represent 
Kegent Advertisirg Club, Berks 
bucks Public’ 


Association, Society 
of Diploma Members of the Aciver- 
tising Association, and Publicity 
Club of London. The Quiz Cup, 

by vice-president 
will be awarded to the win- 
ith the oo Rag@eneior INDUSTRY, putea Guam de ie 
Technical Journal of the Timber-using tr 


agen a enlarged format. The new type- of 10°x7" 
Ho permits bigger pe Ante re selling to Meeting of the Small Offset Aso- 


important market. Space rates will not be increased~ , ciation to ado 
until Ist and 1955 campaigns may be b now 
at present opportunity. 


BOOK 1955 SPACE NOW AT PRESENT RATES 


WoopworKING INDUSTRY 2225 


next week. 
The Technical Journal of the Timber-Using Trades J. B.C. _ Mackay, « director 


of the 
Ltd, Glas 
180 FLEET ST., LONDON, E.C.4. Tel. CHAncery 8844 


Published by the Proprietors, BUSINESS PUBLICATIONS Lid., at their office at 180 Fleet Street, London, F.C. 
December 30, 1954. Printed in England by . Clements Press Lid., Portugal St., Kingsway, isetoa We We. 
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